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Special design of connector body 
locking edge bites into box wall 
and forms a constant, uniform 
seal ...mo welding . . . no lock- 
nut... always a positive ground! 


RING ROOM 
No projecting threads inside box. 
No weld. Wedge adapter hugs 
box wall almost flush when 
tightened. Forms ‘“‘cold-weld” 
seal. No wrench needed inside 
box. 


QD 
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Male shank of unique APPLETON 
wedge adapter ‘‘finger tightens” 
into connector body. Flared sur- 
face of adapter wedges box wall 
against locking edge of body. 
Forms full 360° contact on both 
sides of box wall. 


Acetate, insulating insert re- 
cessed into wedge adapter ab- 
solutely protects against wire 
damage . . . without reduction in 
throat diameter. Perfect for ex- 
treme vibration conditions. Noth- 
ing to come loose, deteriorate, 
crack, or break! 


APPLETON 


The fastest, most economical and trouble-free method yet devised 
for making liquid-tight, flexible conduit connections is yours 
with the new APPLETON “STN” Sealtite Connectors. The 
exclusive wedge adapter used with all APPLETON liquid-tight 
fittings provides a lasting ‘‘cold-weld” seal. The “STN” 
provides a positive ground while the adapter pulls up almost 
flush inside the box to eliminate ragged edges and leave 
maximum wiring room. The acetate insulated throat protects 
wires without reduction of throat diameter! Only one wrench 
needed to install! Constant pressure of metal-to-metal seal 
resists vibration indefinitely! Full information and 
specifications available on request. 





Patented Brass Ferrule Assures a Positive Ground... 
Crimping Excludes Liquids & Fumes from Connection 


VOE)S ae 


IT WORKS 


Brass ferrule screws into spiralled inner wall of liquid-tight tubing forming 
continuous positive metal-to-metal ground. Compression nut and connector 
body crimps ferrule into outer neoprene wall to form permanent seal 
against liquids, fumes, and other foreign matter. Threaded shank of wedge 
adapter, when held in knockout hole, “‘finger tightens’’ into connector 
body. Locking edge on connector body bites into box wall when tightened 
(14 turn of wrench) and pulls adapter almost flush with inner box wall. 
A perfect installation every time .. . quick, easy, safe! 
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APPLETON ELECTRIC COMPANY 
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Explosion Proof 
Fixtures 


Chicago 13, !I!linois 


Explosion. Proof 
Explosion Proof Hand Lamp 
Junction Unilets 
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C-L-X installs ‘‘as is’”’. . . eliminates the cutting, threading, and 
pulling operations necessary with conventional duct or eonduit. eas p caged 
and pliable, imper- 
ith installs. You’ll see 
llation cost to a fraction 
red for conventional cable 
nd out how much 
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bows, or similar fittings. trays or ladders, or directly 
buried in the ground. 
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How C-X-L is made. 
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SAFETY REELS: Static discharge reels, grounding type reels 
USES: Bulk transfer of combustible fuels ¢ Fuel servicing 
equipment ¢ Fuel consuming equipment 
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NON-INTERCHANGEABILITY... 
a big word for EXTRA SAFETY 
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IT'S EASY AND QUICK TO 
PREPARE (ff) LOAD CENTERS 
FOR NON-INTERCHANGEABILITY 


= PT 


Removal of interfer- 
ence tabs in mounting 
back takes but a mo- 
ment with simple too! 
furnished by @ Dis- 
tributor. 





WA 


(QQ CY 


FRANK ADAM NEW 
LOAD CENTERS have 
sequence bussing to 
permit any combina- 
tion of 2-pole circuits— 
have dual-rated lugs 
for copper or aluminum 


many more features 
that make them a 
“best Buy.” 


wre Monained ere ond Opate in & dimes: 
QS—Bolt-On 


QP—Plug-in 
Ratings : 15, 20, 30, 40, 50 and 70 amps. 
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To prevent installation of higher-rated circuit 
breakers into branches with lower capacities—this 
is the purpose of Paragraph 240-25G on non- 
interchangeability in the 1959 National Electric 
Code. Frank Adam QP breakers comply with 
these NEC requirements. 


1, 2 and 3-pole breakers rated above 20-amps. are 
equipped with rejection slugs that require removal 
of interference tabs in load center mounting backs 
before they can be installed. This preparation takes 
but a moment. These interference tabs prohibit 
the substitution of 30 to 70 ampere breakers on 
the mounting back in place of smaller capacity 
breakers. Proper programing instructions are fur- 
nished to the installing contractor. 


This extra safety feature is only one of the many 
reasons for the superiority of Frank Adam Quicklag 
Circuit Breakers. Get the complete story—write for 
bulletin. 


Fypaw« SINCE 1891 


DAM ELECTRIC COMPANY 


P.O. BOX 357, MAIN P.O.+ ST. LOUIS 66, MO 


busduct + panelboards + switchboards + service equipment 
safety switches + load centers + Quikheter 
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PROD U CT S -acomptete 


This complete promotion program makes 
it even easier for you to sell the best-known 
name in masonry anchoring 


. National advertising . product boards 
. business magazine publicity . counter displays 
. mailing pieces . Selection charts 
. informative catalogs . New packaging 

. dealer envelopes 
To find out how you can build profitable business 
with this outstanding line, outstandingly promoted, 
please call or write 


, J. E. BURKE, Marketing Manager 


THE RAWPLUG COMPANY, inc 


202 Petersville Road, New Rochelle, N. Y. 


R-18 


LINE OF 
ANCHORING 
AND DRILLING 
DEVICES FOR 
FASTENING 
ANYTHING 

TO 

MASONRY 


LETTERS TO THE EDITORS 





Postscript 


Dear Sirs: 

It appears that Mr. Hodnette agrees 
with me. 

(Mr. Baron, author of the letter in 
the May issue, referred to a clipping 
from the May 11 issue of The New 
York Times dealing with the testi- 
mony of John K. Hodnette, executive 
vice president of the Westinghouse 
Electric Corp., before Senator Ke- 
auver’s investigating subcommittee. 
Mr. Hodnette, according to the story, 
“would not like to see the antitrust 
laws changed because he considered 
them ‘the foundation of the free en- 
terprise system and largely respon- 
sible for our high standard of living.’ ”) 

I still like ELECTRICAL WHOLESAL- 
'NG and its editor. 

ALBERT BARON 
;OUTH BAY ELECTRICAL SUPPLY CO. 
PATCHOGUE, L. I., N. Y. 


e EW’S editor feels similarly about 
South Bay Electrical Supply Co. and 
ts partners, and welcomes more of 
the type of free discussion that can 
take place in the free press of a free 
country. 

For more on antitrust, see page 
111 for news of the Senate hearings 
and damage suits, page 8 for some 
observations by Senator Barry Gold- 
water on “monoopolies” and page 10 
for an item on the added power that 
the antitrust actions seem to be plac- 
ing in the hands of industrial purchas 
ing agents. 


Response 
Dear Sirs: 

We should like to secure 50 copies 
of the article entitled, “Profit Is Not 
a Dirty Word,” which appeared in 
the April, 1961 issue of ELECTRICAI 
WHOLESALING (page 128).... 

we. Es. S02 
VICE PRESIDENT 
J. A. WEAVER CO. 
ST. LOUIS, MO. 


Dears Sirs: 

If you can spare 50 reprints of your 
article entitled, “Profit Is Not a Dirty 
Word,” which appeared in your April 
issue, please send them to my atten- 
tion, for I would like to distribute 
them to my salesmen. It is an excel- 
lent article. 

S. Jay ATKIN 
SALES MANGER 
EAGLE ELECTRIC MEG. CO. 
LONG ISLAND CITY, N. Y. 


e Profit apparently is not such a dirty 
word. We have no reprints in stock, 
but they can be specially ordered for 
those who request them. 
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Time-Saving Power For Your Customer's Shop or Job... 


cul Ritmerp No. 360 Cutter, 
shown here, cuts «” to 2” pipe and 
conduit—up to %” rod. Extra-wide 
rolls keep cutter straight for perfect 
high-speed tracking. Cutter stays back 
out-of-way when not in use. 


DRIVES GEARE HRI i 
Compact, Ritmaip No. 300 Power 
Drive has plenty of power for up to 
12” geared tools. New Ritantp Close- 
Coupled drive shown here, for Nos. 
141 and 161 Jam-Proof Threaders 
eliminates Universal Drive Shaft . . . 
Saves working space. 


Help Your Customers Save Time and 
Increase Profits. Display and 
Demonstrate This Biggest ‘Threading 
Machine” Bargain for sure sales! 
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| fEADS RitaaiD No. 535 
Quick-Opening Die Head locks 
in position on easy-sliding Car- 


riage to thread 
tah OD} rod 


dies release at 


to2z 


No slow back-off 


) 


pipe 


flip of lever 


Any Rita Machine Pipe and 
Bolt Die Head may be used. 


A 


No. 310 Carriage is so 
designed that by using 
a Rigep No. 19 Nip- 
ple Chuck they can 
thread even close nip- 
ples right on the job 
or" no waiting for 
nipples of special 
lengths. 


ge 


AM 300 Power Drive 
does all the work. Heat 
treated cutting edges of 
RitaatD ‘“‘LonGrip’’ Reamer 
won't dig in produce 
smooth pipe or conduit walls 
in seconds. 


M With 
the aid of the Trans- 
porter, one man can 
easily move a RIfRID 
300 Power Drive with 
its No. 1206 Folding 
Stand attached. Set- 
up is fast and easy 

Stand ’s integral 

tool tray locks 

legs in position 
@ forming rigid 
*, work base 





TIMES and TRENDS 





Common Situs Picketing—a Bad Bill 


The on-site or common situs picketing bill appar- 
ently won’t be passed by the current Congress. This 
would be a good break for almost everyone. 

But the building trades unions, according to our 
Washington Bureau (page 1/6), are not going to let 
this proposed legislation die with the current session. 
They intend to keep pressuring for passage of a bill 
that would permit their members to picket construc- 
tion sites without committing a violation of the Taft- 
Hartley Act. One obstacle they will have to overcome 
is the objections of their brethren in the AFL-CIO 
industrial unions. The latter do not like the legisla- 
tion as it is written. If the craft unions escape second- 
ary boycott curbs through new legislation, industrial 
unions want the same deal. 

Businessmen and trade associations are lined up 
against the common situs picketing bill. One excep- 
tion is the National Electrical Contractors Associa- 
tion. NECA “wholeheartedly endorses” the bill 
“because it will eliminate that part of the Labor-Man- 
agement Act (Taft-Hartley) that has created con- 
fusion, bankruptcy and chaos in the construction 
industry for the past 14 years.” 


Senator Goldwater on 


Senator Barry Goldwater of Arizona said some 
things last month that deserve the widest possible 
circulation. At a meeting on May 8 in Flint, Mich., 
he sounded a warning that should be pondered by all 
(but perhaps most of all by a fellow senator from 
Tennessee). Without further comment, here are ex- 
tracts from the press release covering his talk: 

“Does anyone suppose we can match the technol- 
ogy of the communist world if we set about breaking 
into small pieces the industries that supplied the tech- 
nical ‘muscle’ for us in the last war?” Senator Gold- 
water asked. “Today we have jobs to accomplish that 
are so big they dwarf even the monumental tasks 
of World War II. Who will do these jobs? Who can 
do these jobs-—if we continue to pursue the suicidal 
anti-bigness mania of some of our professional re- 
formers?” 

He added: “Ideally, I should like to see an economy 
where bigness was a rarity and small businesses were 
typical. But we must face this brute fact: the technol- 
ogy of our era—and now our survival itself—de- 
mands a range of size from the smallest to the very 
largest. 

“The really dangerous demagogues in this country 
today are those who are using the term ‘monopoly’ 
to cover what is not really an attack on ‘monopoly’ 
at all, but actually an attack on companies simply 
because of their growth.” 

The senator added that the communists understand 


The position that makes the most sense for most 
of us was stated by Daniel F. O'Connell, of Breed, 
Abbott & Morgan, legal counsel to the National 
Association of Electrical Distributors. Writing in the 
NAED Washington Report dated March 27, Mr. 
O’Connell said emphatically that the common situs 
picketing bill “is extremely bad for employers, partic- 
ularly those in the construction industry.” In effect, 
he said it would install a closed shop and allow prod- 
uct boycott. He also cited these defects in the pro- 
posed legislation: 

e@ It would make construction much more costly 
because the construction union would control the 
industry from manufacturer to finished building. 

e@ It would lead to more featherbedding. 

e It would allow construction unions to decide 
what materials could be used in construction. 

e@ It would halt all technological advances on the 
construction site. 

After such a catalog of possible horrors, it’s easy 
to see why Mr. O’Connell feels distributors, manu- 
facturers and contractors should be “violently op- 
posed to this bill.” So is this publication. 


“Monopolies” 


this well and are eager to take advantage of the 
opportunity created by such demagogues. He said 
the April issue of the reds’ official journal, “Political 
Affairs,” directed communists throughout the U.S. 
on a new strategy for subversion. The senator quoted 
the publication’s opening paragraph as follows: “ “The 
17th convention of the communist party of the U.S. 
placed the struggle against monopoly as the central 
strategic task....”°” 

According to “Political Affairs,” Senator Gold- 
water said, the fight against “monopolies” is now the 
beginning and the end of communist strategy in the 
U.S. To illustrate, he quoted the conclusion of the 
communist directive as follows: the fight 
against monopolies in present-day conditions becomes 
more and more linked with the struggle for social- 
ism.’ There can be no doubt, the senator added, 
“that the communists consider, in stressing present- 
day conditions, that the continuance and intensifica- 
tion of the ‘anti-monopoly’ drive is what they need, 
above all, in their effort to conquer the U.S.” 

“In this way,” he explained, “international com- 
munism can take the legitimate concern of Americans 
with the problem of monopoly and make it an instru- 
ment of our own destruction. Nothing would better 
suit the purposes of international communism than 
the eventual break-up of the industries which are the 
heart of America’s power to resist and to counter- 
attack in the present world struggle.” 
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Editorial 


No electrical do-it-yourself 


We're not against all do-it-your 
projects, just those that could pr¢ 
dangerous in the hands of 
technically uninformed. 

Leading the list of projects w 
opposed to is do-it-yourself el 
trical wiring in any form 

Our views on this subj 





no secret; we've taken 
stand . 
Typical helpful information 


from monthly 4-page ad in 
Electrical Construction and 
Maintenance — moves goods 
from distributor shelves. 





All WIREMOLD products are sold 
through electrical distributors — your 


best source for all electrical products. 





Another way Wiremold helps 
direct business to distributors. 
For complete copy of latest 
issue, mail coupon below. 


FPS SS SS SSS SS SSS SSS SSS SS SSS SSS SSS SSS SS SSS SSS SS SS Sy 
WIREMOLD ® Hartford 10, Connecticut W1-6 
Please send latest ELECTRIC IDEAS to: 





COMPANY 





ADDRESS 





WirewMorD* 


HARTFORD 10, CONNECTICUT 
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TOP OF THE NEWS... and its significance to you 





What Now? 


Wholesaler Enters 
SBIC Business 


Kefauver Cites 
Continued Collusion 


identical Bids 
Not Necessarily Wrong 


Electrical, Electronic 
Distributors Merge 


Distributors To Face 
More Price Flexibility 





Testimony by GE chairman Ralph Cordiner and Westinghouse 
president Mark Cresap concluded the Senate Antitrust Subcommittee’s 
investigation of the electrical industry last month. But the big question 
is: What now? (See page 111 for details.) The “raking over the coals” 
certainly will not end here, and the final outcome most likely will 
be new laws to strengthen the antitrust statutes. 


Electrical Equities, Inc. of Dallas, Texas has been licensed to operate 
as a Small Business Investment Corporation by the Small Business 
Administration (EW—May °61, p. 92). The firm, headed by Earl 
T. Summers, president of Summers Electric Co., which operates 
electrical wholesale facilities in Dallas, Houston, San Antonio, Austin 
and Waco, will specialize in making equity purchases from manu- 
facturers and wholesalers in the electrical and electronics fields. 
Among equity purchases submitted to the SBA for approval are 
three that, if approved, will give the company a 49% interest in 
electrical wholesaling operations in Dallas, Waco and Austin. 


“The situation has gone back to what it was before the Philadelphia 
court decision,” Sen. Estes Kefauver remarked at one of the hearings 
conducted last month by the Senate Antitrust Subcommittee. The 
Tennessee senator cited 66 instances of alleged identical bids to the 
city of Cleveland on a electric meter contract as evidence of con- 
tinued collusion among electrical equipment manufacturers. 


“I can conceive of a number of different instances,” Attorney Gen- 
eral Robert Kennedy said, “where you have identical pricing which 
wouldn’t be illegal or improper.” The previous day, President 
Kennedy issued an order requiring identical bids over $10,000 be 
reported to the Justice Department by government agencies. 


Newark Electronic Corp., Chicago, national distributor of electronic 
parts, has acquired the combined firms of Cadillac Electric Supply Co. 
and Ferguson Electronic Supply Co., Detroit, according to Sam Pon- 
cher, president of Newark, and H. G. Blumberg, president of Fergu- 
son. The acquisition was effected June 1 through an exchange of 
stock. Cadillac and Ferguson had an annual sales figure of $51 
million. Newark sales for six months ending February 28 were 
$6,691,521. Added Mr. Poncher: “We are currently negotiating with 
other related firms for possible mergers.” (In July, EW will present 
an interview with Mr. Blumberg on his company’s move and the 
significance it may hold for electrical distributors studying possible 
entry into the electronic field.) 


As a result of the outcome of recent antitrust actions, industrial 
purchasing agents are forcing suppliers to revamp basic pricing 
strategies, according to Purchasing Week, McGraw-Hill publication. 
Probable upshot of the reappraisal, according to the publication: 
“PA’s are entering a new long-term era in which suppliers will enter 
purchase negotiations armed with greater pricing flexibility than ever 
before.” And another front-page story in a recent issue of Purchasing 
Week is headlined: “ ‘We Want Volatility—or Else’ Says Justice De- 
partment.” Based on an interview with Lee Loevinger, the Justice 
Dept.’s antitrust chief, the article points out: “The Kennedy Ad- 
ministration wants a return to old-fashioned competition—with all 
the price flexibility that goes with it. And to achieve this, the Jus- 
tice Dept. is mounting an all-out drive against such controversial 
techniques as administered pricing and price leadership, which federal 
attorneys regard as undesirable and harmful.” 
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Big or small 


ROYAL Portable Cords and Cables 


There’s a Royal cord for every customer . . . whether it’s extra heavy duty 
Type W power cable, or light and flexible Type SJ cord. Royal can supply 
from stock the largest variety of types and sizes of portable and flexible 
cord and cable anywhere — rubber, neoprene, plastic jackets; lamp cords 
and fixture wires; machine tool wires, thermo cables, coaxial cables; and 
many more. Stock up now on the big, fast selling Royal line. It’s packaged 
right, made right, and priced right for more business . . . for you! 
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ROYAL 


ROYAL ELECTRIC CORPORATION 
PAWTUCKET, RHODE ISLAND 


In Canada: 
Royal Electric Company (Quebec) Ltd., Pointe Claire, Quebec 


11 





NEW PRODUCTS 





Fixtures 


New unit with refractor-lens added 
to line 
New unit with refractor-lens has been 
added to Versateer line of commer- 
cial fluorescent lighting fixtures. Low- 
brightness, plastic side panels show 
louver image and increase visual com- 
fort by redirecting light out of glare 
zone, manufacturer says. Panels are 
clear polystyrene plastic and are .143 
in thick. Available with 35-deg x 25- 
deg or 45-deg x 45-deg louvers in 2 
or 4 lamp construction. e Benjamin 
Div., Thomas Industries, Inc., Louis- 
ville, Ky. 


Wall Plates 


Narrow type available in brass and 
stainless steel 


Choice of 7 plate widths are in brass, 
stainless steel type 430 (for normal 
use), and stainless steel type 302 (for 
severe conditions). All plates are 412- 
in high and vary in width from 1%x in 
to 242 in. e Sierra Electric Corp., 
Gardena, Calif. 


Electric Heat 


Three new products added to resi- 
dential heating line 


Added to manufacturer's line of resi- 
dential electric heating equipment are: 
3-ft long baseboard section rated 
at) 750w; combination thermostat- 
switch-outlet section; and wood dum- 
my baseboard section. 3-ft section 
available in 120-, 208-, 240- or 277-v 
ratings. Combination thermostat- 
switch-outlet section is 92 -in long and 
contains standard heating thermostat 
and 220-v outlet for use with room 
air conditioners. Selector switch per- 
mits switching from heating to cool- 
ing. Wood dummy baseboard section 
comes in 4'2-ft long lengths and can 
be cut to provide “wall-to-wall” base- 
board. e Westinghouse Electric Corp., 
Pittsburgh, Pa. 
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Photoelectric Unit 


Modulated light unit said to pro- 
vide increased safety 


Unit uses modulated (pulsating) light 
beam to detect presence of machine 
operator’s hand or arm in high-dan- 
ger area. Special rotating disc mod- 
ulates light. Photo-electric receiver is 
“tuned” to modulated-light frequency. 
In use, interruption of beam causes 
signal that will stop machine, pre- 
venting serious injury to personnel, 
maker says. Offered with 1- or 2-in 
light beams with ranges of up to 20 
and 80 ft. e The Clark Controller 
Co., Cleveland, Ohio. 


Heating Cable 


Designed for quick thawing of 
snow and ice 
Electric metal-sheathed defrosting 
element is said to clear snow and ice 
automatically from asphalt, macadam 
or concrete surfaces. Cable called 
“Snow-Bar” is said to withstand 300 
deg F temperatures when _ installed 
in hotpack asphalt. Cable can be im- 
bedded in driveways, walks and steps 
of new factory building construction. 
Available in 24-ft, 400-w lengths and 
40-ft, 675-w lengths, both 240 v. These 
are formed into 36-in diameter coils 
that can be shaped to any heat pat- 
tern desired, or pre-formed into 10-ft 
x 18-in or 6-ft x 18-in sections. 
e Edwin L. Wiegand Co., Pittsburgh, 
Pa. 


Receptacles and Caps 


Suitable for all types of TV instal- 
lations 
New receptacles and caps, available 
in brown or ivory, furnished as one 
unit. Usable in standard outlet boxes, 
units may also be installed in combina- 
tion with other devices. One-gang in- 
stallation of 2 receptacles with caps 
will provide connections for UHF and 
VHF. Receptacle dimensions: 1% in 
long, “6 in wide and ‘2 in deep 
under mounting surface. Cap dimen- 
sions: 7s in long x % in wide x %g¢ in 
deep. e Pass & Seymour, Inc., Syra- 
cuse, N.Y. 


Connector 


Unit is redesigned flexible steel 
conduit model 


90 deg flexible steel conduit connector 
is available in %2-in and %-in sizes. 
Die cast body and cover produced 
from high metal, maker says. e Allen- 
Stevens Conduit Fittings Corp. 


Lamp 


New square panel fluorescent unit 
introduced 


New fluorescent lamp in shape of 
thin, square panel is 115s-in square 
and 1'4-ins deep. Unit offers practical 
and convenient way of getting more 
light in a small space, maker says. Can 
be used singly or in groups, and lends 
itself to built-in, surface-mounted, sus- 
pended and free-standing applications 
Face plate features waffle-pattern con- 
figuration with 1%4-in squares. Plate 
diffuses light, concealing path of arc 
Available in 2 types: front and back 
light emitting, and front light emitting 
with reflective coating on back side. 
Operates at 80w or 50Ow. Produces 4,- 
800 lumens at 80w and 2,900 at 50w 
Rated life: 7,500 hrs at both wattages. 
e General Electric Co., Nela Park, 
Cleveland, Ohio. 


Lampholders 

Fluorescent type lampholders de- 
signed to save space 
Type 594 lampholder is “wafer-thin” 
type, measuring ‘2 in thick and 
1-2 in high. Horizontal and vertical 
mounting bracket locking recesses in 
rear of unit permit single fastener 
mounting. Unit available with or with- 
out mounting brackets. Molded so 
that 2 wire leads may be brought out 
straight, to rear, or out each side, 
and still permit flush mounting. Avail- 
able in black phenolic or white urea. 
May be supplied in  factory-wired 
harnesses in 2, 3, or 4 units, read 
for installation. e Kulka Electric 
Corp., Mt. Vernon, N.Y. 


Fixtures 


Designed for commercial, institu- 
tional and residential interiors 
Called Endura series, units include in- 
candescent recessed squares, dark- 
lites, baffled downlites, Alzak down- 
lites, adjustable accent lights and re- 
cessed round regressed lens lights. 
Units built to fit precisely into ceiling 
and become integral part of it. Other 
features include; double gasketing for 
positive seal against light leakage, 
dust and moisture; top relamping; an- 
odized face frames; and hinged face 
frames with positioning springs for re- 
lamping from below. e Litecraft Man- 
ufacturing Co., Passaic, N.J. 
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NEW EFCOR BAR HANGERS 


Wie 
DISASSEMBLY 
OF STUD! 





LOCKS BOX TO BAR 
IN ONE QUICK STEP! 


CUTS ASSEMBLY TIME Just remove the outlet box knockout, slip box over bar hanger stud, 
tighten with screwdriver, and you're set! No parts to remove and replace. 


Plus these added features for fast, dependable installation! 


Rita a EXCLUSIVE LENGTH GAUGE 


a L/ @]| Lets you pre-set hanger bar length before 
ae installation. 


EXCLUSIVE GRIPPER PRONGS* 
Permanently locks prong into wood. 


*Pat. Applied For 
HEIGHT GAUGE 


Accommodates most common settings— 
easily snapped off for other applications. 
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EXCLUSIVE NON-SLIP BAR SECTIONS 
Slide easily for proper length setting 
but will not fall apart. 


HEAVY-DUTY CHANNEL DESIGN 


Special rib-reinforced bar cross-section 
resists bending, twisting— 
takes 20% greater loads. 


Available in both stud and no-stud assem: 
blies. Can be reversed for additional in 
Stallations. Just two bar sizes cover any 
length from 1114” to 2614”. Also available 
in preassembled box and bar units. SEND 
FOR FREE SAMPLE. 


ELECTRICAL FITTINGS CORPORATION + 37-50 57th St. » Woodside 77, N. Y. 
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Exhaust Fans 


Utilize square design for easy in- 
stallation 


Seven new exhaust fans, in square de- 
sign that is said to cut installation 
cost by over 30%, have been intro- 
duced. Air movement is improved by 
use of venturi and larger opening, 
maker says. Wall fan version has new 
damper arrangement, designated Ten- 
so-matic shutter, that is said to elim- 
inate backdrafts and “shutter flutter.” 
e Builder Products Group, Emerson 
Electric Co., St. Louis, Mo. 


Wiring Duct 


Plastic type available in 25 differ- 
ent sizes 
Newly developed open-slot plastic 
wiring duct, available in extended 
range of 25 sizes. Designated type I 
Panduct, new design incorporates 
rounded top surfaces on duct. Deep 
slots extending near base of duct are 
separated by individual plastic fingers 
which flex enough to allow wire to be 
inserted into slots, but which snap back 
into place after insertion. This allows 
wires to be laid after terminals have 
been attached, with no threading 
through holes, lacing or bundling, 
maker says. Available in 5- or 6-ft 
lengths in white, black, dark gray or 
light gray. e Panduit Corp., Dept. 
EX-2, Tinley Park, Ill. 


Chandeliers 


Line includes fixtures of varied 
decorative themes 


Traditional in character, fixtures are 
actually transitional modifications of 
design motifs. Monaco group has 3 
variations scaled for different 
and fits in with provincial, country 
classics. Many constructed with Hi-Lo 
switch. Some units have framework 
of candleholders. These have been 
constructed so that rest on 
plastic diffuser discs. Other units are 
designed of cut crystal which refracts 
light into many hues. e Lightolier, 
Jersey City, N.J. 


areas, 


shades 


14 


Indicator Switch 


Unit is compact, illuminated elec- 
tronic type 


Push-button switch is said to be most 
compact, unitized indicator switch 
made available. Uses indicator lamps 
from 4 to 48-v sizes. 5 push-button 
colors available red, yellow, green, 
white, and blue. Push-buttons and 
lamps can be replaced from front of 
panels. Switch is *%4-in in diameter 
and mounts with Tinnerman clip fur- 
nished with unit. Body made of nylon, 
black finish. Unit has 4 contacts for 
separate indicating and load circuits. 
Rated at 5 amps, 250 v. Switch is 
single pole, double throw type with 
wiping contacts. e Sylvania Lighting 
Products Div., Sylvania Electric Prod- 
ucts Inc., Salem, Mass. 


Wire Puller 


Device handles runs of any dis- 
tance 


One man can do work of 6 men pull- 
ing by hand, manufacturer says. Rope 
or cable is not stored on pulling drum. 
Instead drum automatically takes up, 
then pays off the rope thus permit- 
ting runs of any distance. Device de- 
livers constant 20 to 1 power ratio 
throughout entire pull, maker says. 
Suitable for any type conduit. e Jet 
Line Products, Inc., Charlotte, N. C. 


Luminaire 


Unit has all plastic "wrap-around" 
type diffuser 


Designed for use in commercial and 
institutional buildings. Dimensions: 12 
ft wide x 49 ft long with 334-ft sur- 
face mounted depth or 2%s-ft semi- 
recessed depth from ceiling. One-piece 
diffuser is vacuum formed, white poly- 
styrene. Sides and ends fit snugly into 
channel by pressing sides inward slight- 
ly until they engage 4 metal lugs, 2 
on each inner side of channel. Sides, 
ends and face are completely luminous. 
e Solar Light Manufacturing Co., 
Chicago, Il. 


Fixtures 


Newly designed louvred round 


fluorescent recessed type 


Fixtures said to be the first louvred 
round fluorescent recessed type de- 
veloped. Available in 2-, 3-, and 4-ft. 
diameter sizes. Round units, 700 se- 
ries, feature small cell aluminum 
louvre, scallop-cell, with vinyl plas- 
tic laminated to top for complete 
shielding of lamps from all viewing 
angles. Very low brightness with 
warmth of design are highlights of se- 
ries, maker says. e Neo-Ray Prod- 
ucts, Inc., New York 10, N.Y. 


Fuse Block 


Four circuit unit is interchangeable 
with pullouts 

Four circuit plug fuse block is inter- 
changeable with 30-amp and 60-amp 
pullouts in its 100/200 amp add-on 
service equipment line. Designed to 
permit easy installation of additional 
15-, 20- and 30-amp fused branch 
circuits, maker says. Block has op- 
posite polarity and will not unbalance 
loads. Available in 2 types: model 
CP-215 will take 15-, 20- and 30-amp 
fuses; model CPS-215, designed to 
accept type S fuses only. e Arrow- 
Hart & Hegeman Electric Co., Hart- 
ford, Conn. 


Enclosures 


Designed for externally operated 
disconnect switches 
NEMA 12 panel enclosures for 
mounting new externally operated dis- 
connect switches are now available. 
When switch is installed in enclosure, 
handle is never separated from dis- 
connect mechanism and can be lock- 
ed in the “off” position when door is 
open or closed, maker says. Door is 
positively latched with 2 or 3 point 
operating mechanism, but by-pass al- 
lows inspection or service in the “on” 
position. Sizes run from 20 in x 20 in 
up to 60 in x 37 in in varying depths. 
e Hoffman Engineering Corp., 
Anoka, Minn. 


Magnetic Lamp 
Adjustable 


unit has magnetic 


holder 
No. 155 lamp incorporates holding 
power of magnet with flexibility of 
swivel based lamp, and is easily ad- 
justed to permit accurate positioning 
and direction of light on work area, 
manufacturer says. Plastic reflector is 
self-ventilating; contains fully insulat- 
ed switch and socket. Both reflector 
and base are of “safety yellow” color, 
and unit comes with 10 ft of yellow 
cord and plug. e Daniel Woodhead 
Co., Chicago, Ill. 


base 
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THE SAFETY SWITCH THAT CHALLENGES COMPARISON! 


general-duty 


safety switch—-a star performer 


indoors and out! 


All BullDog general-duty safety switches, in either in- 
door or raintight enclosures, combine these outstand- 
ing features for maximum safety and dependability: 
e Minimum arcing—double-break switching 
e Arc control—Vacu-Break® enclosed chamber 
e Pressure contacts—Clampmatic® spring action 
» Positive switching—direct handle operation 
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. .. Plus, all current-carrying parts are silvered. And 
with BullDog, you sell a complete line, competitively 
priced, that fills all over-the-counter calls for general- 
duty safety switches. The switches are available in 
both NEMA 1 and NEMA 3R enclosures. Challenge 
our field representative to prove these switches are 
the finest . . . or write BullDog for details. 
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BullDog Electric Products Division, 1-T-E Circuit Breaker Company, Box 177, Detroit 32, Mich. In Canada: 80 Clayson Rd., Toronto, Ont. Export Division: 13 East 40th St., New York 16, N. Y 


BULLDOG ELECTRIC PRODUCTS DIVISION 


@f}) I-T-E CIRCUIT BREAKER COMPANY 
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ARCS and SPARKS 





Canadian distributors hear bluntly outlined . . . 


“Pattern for Survival” 


On April 24 at the 27th annual con- 
vention of the Canadian Electrical 
Distributors Assn. in Quebec, J. W. 
Kerr, president of Triangle Conduit 
& Cable (Canada) Limited, delivered 
one of the frankest speeches 
made before a distributor group. His 
unminced and advice repre- 
sented his thoughts as well as 
those of a number of members of the 
Canadian Electrical Manufacturers 
Assn., of which he is president. Some 
of the problems that Mr. Kerr tackles 

and his solutions 
familiar ring 
from his address 


ever 


words 
own 


may have a 
Major 


follow: 


here. excerpts 


- - » I am about to express some 
rather outspoken thoughts, for which 
I accept full responsibility, but which 
reflect the views of several respon- 
sible people in our industry. | realize 
that I could be severely and justifiably 
criticized if I expressed only my own 
views. . . . So, I requested members 
of CEMA (Canadian Electrical Manu- 
facturers Assn.) and CEDA (Cana- 
dian Electrical Distributors Assn.) to 
indicate any thoughts or concerns 
they might have about the future of 
the industry and those of us who de- 
rive our livelihood from it. 

I was agreeably encouraged and 
pleased at the caliber of the response 
from over 30 members of the associa- 
tion of which I am president, and 
equally discouraged and disappointed 
at the complete lack of comments of 
any type from the distributors, about 
whose survival I was so deeply con- 
cerned. I am afraid this is more than 
somewhat symbolic. In such perilous 
times, this lack of concern for your 
own future disturbs me—and it should 
disturb you! I sincerely hope that my 
message today will rouse you from 
this unwarranted lethargy... . 

Before 1 launch into the elements 
of survival for the distributor, let 
me indicate clearly as so many manu- 
facturers have done in their letters 
that since, in most cases, the manu- 
facturer has a larger investment in 
his operations than the distributor, 
his needs for survival and the means 
whereby this can be achieved are 
greater than the distributor and so, of 
the two elements, the most expend- 
able becomes the distributor. 

In the immediate postwar years, 
the manufacturer’s main function was 
to procure raw materials and provide 
facilities with which to manufacture 
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his products, and the distributor's 
Major requirement was to be able to 
buy these products to supply the in- 
satiable demands of that time. 

It is regrettable that, as a group, 
the manufacturers have allowed them- 
selves to become the middlemen be- 
tween adamant raw material sup- 
pliers, with inflexible policies on 
terms, discounts and prices on one 
hand and their distributors on the 
other. These distributors, whom the 
manufacturers have mistakenly con- 
sidered their customers, have continu- 
ally pressured for lower prices, longer 
discounts, extended terms of payment 
in return for diminishing support. In 
addition, the manufacturer’s labor, 
operating and freight costs have stead- 
ily increased. Finally, the growing 
volume of business of the mid-fifties 
prompted manufacturers to invest 
heavily in expanding facilities which 
under today’s reduced 
demands, and these have exerted pres- 
sure on prices to almost the breaking 
point. 

It is plain to see that the problem 
today is not oriented on the ability to 
supply, but both manufacturer and 
distributor must now orient their op- 
erations to meet the customer’s needs. 

As manufacturers, it is our respon- 
sibility to our shareholders and em- 
ployees to produce CSA-approved 
(Canadian Standards Assn.) and com- 
mercially acceptable products and to 
get them into the hands of a variety 
of end users in the most efficient and 
economical way possible. 

In our manufacturing operations, 
we cannot and will not tolerate an 
employee who wastes raw materials 
by their application in excess of nor- 
mal engineering safety requirements 
or manufacturing tolerances. We will 
not and cannot tolerate the payment 
to any employee of money in excess 
of his worth to the company. 

Gentlemen of the distributing fra- 
ternity—you must have no illusions 
that any manufacturer, operating in 
today’s economic climate, intends to 
pay you—by discount, rebate or credit 
note—for results which can be ob- 
tained more efficiently and cheaper 
by some other means. 

As manufacturers, we are _ inter- 
ested in creating and satisfving the de- 
mand for our products. We are in- 
terested in pleasing the user of our 
products—our customers—and Mr. 
Electrical Distributor, you are not our 


are excessive 


customer. You are only one means 
of our getting our products to the con- 
tractor, the industrial concern, the 
utility or other end users. If you are 
not the best way, then you have no 
reason to expect that we will continue 
to pay you in excess of what you are 
doing for us. If we cannot and will 
not tolerate inefficiency, exorbitant 
costs, poor service in one area of our 
operations, then we have no reason to 
tolerate it in such a key area as dis- 
tribution. 

As we are striving as hard as we 
can to increase productivity in manu- 
facturing, so must you strive to in- 
crease productivity in distribution 
... Under today’s conditions, the only 
operation that will survive is the one 
which provides the most economic and 
efficient means of getting the goods 
into the marketplace. A major stum- 
bling block to this is the instability 
of the relationship between the dis- 
tributor and the manufacturer. How 
can a manufacturer plan on material 
handling improvements, packaging 
changes, promotional programs or 
sales campaigns if he has no reliable 
distribution structure. 

It is essential that the manufacturer 
has free access to the distributor's 
warehouse and other operations, so 
that any improvements in methods or 
procedures can provide benefits to 
both manufacturer and distributor. 

Specifically, we've been manufac- 
turing cable for 40 years and pack- 
age most of it in cartons. To ship an 
order of 50,000 feet to a distributor 
in another city or province, we have 
to label 200 cartons of 250 feet each. 
What utter rubbish! We want to ship 
to you in two 25,000-ft bundles or 
five 10,000-ft bundles—depending on 
your ability to handle it. If you won't 
discuss this with our field men, we 
must continue to ship carton by car- 
ton by carton, so that each piece is 
handled several times and, ultimately, 
arrives in your customer’s hands 
beaten up and dog-eared! 

Each day you phone in several 
orders, and in some respects we're 
grateful that you do. But you are a 
distributor, not a retailer; plan your 
purchases—you must know how much 
each order, each piece of paper costs 
you; order weekly, every two weeks 
or once a month, depending on your 
needs and your storage facilities— 
but never several times a day. 

Continued on page 106 
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ADVANCE 
confllale lint of, 


hme blades 


Mapes ™ 








Through outstanding engineering develop- 
ments and modern manufacturing facilities, 
ADVANCE TRANSFORMER COMPANY has 
become the world’s largest manufacturer devoted 
exclusively to the production of quality fluores- 
cent lamp ballasts. These precision built, power 
regulating instruments supply exacting amounts 
of electrical energy for the efficient operation of 
all fluorescent lamps and are aptly called “THE 
HEART OF THE LIGHTING INDUSTRY.”® 


Continuing research and constant new devel- 
opments in both engineering and manufacturing 
divisions have made possible the introduction of 
many new ballasts with exclusive patented fea- 
tures. Thus, ADVANCE provides lighting equip- 
ment manufacturers, designers, architects, en- 
gineers, contractors and other fluorescent lamp 
ballast users the world’s most extensive line of 
fluorescent lamp ballasts. When you _ use 
ADVANCE, there is a ballast for every specific 
purpose, never a need to compromise. 


—@ AL 


ADVAN - guard equipped 
Ballasts are thermally Advance “A” Quiet-Rated 
protected to safeguard Ballasts utilize a special 





ADVANCE Improved SOLID-FIL Ballasts incorporate 
DRIP-FREE UNITIZED CONSTRUCTION, dissipate heat 
faster and offer greater safety. The new ADVANCE 
SOLID-FIL development provides quieter operation 
than other solid fill materials. 


Kool Koil Fluorescent 


(— 





Lamp Ballasts provide up 
to 15% more light out- 
put, operate 15° to 20° 
cooler, increase ballast 
life 342 to 4 times. 


against failure from ex- 
cessive temperatures, ex- 
cessive current, exces- 
sive voltage and end-of- 
life hazards. 


\ "The Heart of the Lighting Industry,” 








in Canada: Advance Transformer Co. Ltd., 5780 Pare St., Montreal, Quebec. 
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thermo-pliable compound 
that absorbs the vibra- 
tion of core and coil be- 
fore it becomes sound. 











stand out from “LOOK-ALIKE” lamp suppliers 


carry CHAMPION LAMPS 
and get a NEW SUPPLY LEADER 


Instead of calling as a me-too supplier with the line of lamps 
everyone else carries, add Champion Lamps to your line and 
give your men a key supply leader that gets them other supply 
business, too. 


Champion has been making good lamps — and good custom- 
ers — for over sixty years. 





LS ? 
CHAMPIO 


<a mps 





The Best Buy in Lamps 


CHAMPION LAMP WORKS, Lynn, Massachusetts 


CHAMPION FLUORESCENT-INCANDESCENT 
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Architects: Loewenberg & Loewenberg 
General Contractor: Crane Construction Co. 
Electrical Contractor: Malko Electric Co. 
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Ob44asedecananges 


The construction: 3550 Lake Shore Drive Building, Chicago, with 

two 27-story high rise apartment buildings. 

The conduit used: Exclusively Nikoh . . . both thinwall and rigid. 
You can get all three from Nikoh .. . Electrical Metallic Tubing, 

Hot-dip Galvanized Steel Rigid Conduit and Aluminum Rigid 

Conduit. For ease of bending, ease in wire-pulling . . . for trouble-free 


installation . . . we suggest you think of Nikoh the next time conduit 
is called for. U.L. approved. Conforms to all Federal specifications. 


BETTER TO PLAN WITH NIKOH 


NIKOH TUBE COMPANY 


5000 S. Whipple Street © Chicago 32, Illinois ¢ GRovehill 6-6500 
SALES OFFICES IN PRINCIPAL CITIES 
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CHASE TAPHS 


Call the friendly 
Counterman at your 
nearby Electrical Dis- 
tributor for prompt, 
dependable service on 
every Chase Tape 


order! 


answer every roll call! 


Chase Friction Tape here! Chase Neoprene Splicing Tape 


Chase Rubber Insulating Tape here! Chase Ozone-Resistant Splicing Tape 


Chase Plastic Electrical Tape here! Chase Semi-Conducting Splicing Tape 


ORDER FROM 


David Role Co. 
14 Dietz Road 
Hyde Park, Mass. 


Berry-Rochi, Inc. 
29-28 41st Avenue 
Long Island City, N. Y. 


Thomas P. Harris, Jr. 
6037 Bonneau Road 
Richmond 27, Va. 


John S. McWhorter, Inc. 
49 N. E. 22nd 
Miami 37, Florida 


Jack L. Grady Co. 
105 E. Gregory Blvd. 
Kansas City, Missouri 


A. W. Schmitz Co. 

618 Case Bldg. 

82 St. Paul Street 
Rochester 4, New York 


M. J. Pelletier Co. 
1015 Third Street, N. 
Minneapolis 1, Minn 


Myers-Aubrey Co. 
1624 So. Harvard 
Tulsa 16, Okla. 


H. C. Torrey Associates 
1429 No. First St. 
Phoenix, Arizona 


Precision Insulation Co., Inc. 
2931 Holmes Road 
Houston 21, Texas 


Precision Insulation Co., Inc. 
502 Westchester 
Corpus Christi, Texas 


J. F. Postell Co. 
17 Dartmouth Road 
Cranfield, N. J. 


Magna Products, Inc. 
11808 So. Bloomfield Ave. 
Sante Fe Springs, Calif. 


Magna Products, Inc. 
680 7th Street 
Oakland, Calif. 


CHASE & SONS, 


Earl L. Jolly 

Chase & Sons, Inc. 
24 California St. 
San Francisco, Calif. 


Gerald D. Harnett 
621 Beaver Drive 
Blue Bell, Pa. 


A. J. Noce & Assoc. Inc 
2 Old Clairton Road 
Pittsburgh 36, Pennsylvania 


Arnold J. Young 
15900 Hamilton Ave. 
Highland Park 3, Michigan 


N. Hunt Moore & Associates 
3373 Poplar Ave. 
Memphis, Tenn. 


INC. OFFICES 


Douglas E. Rood 

Chase & Sons, Inc. 
6666 Gulf Freeway 
Houston 17, Texas 


CHASE 6& SONS INC. 


26 SPRUCE STREET, NORTH QUINCY, MASS. 


For Corrosion Control of buried pipe, conduit, or cable, specify Chase CORR-PREV Protective Tape Coatings, CORR-PREV Division 
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INSULATED THROAT BRASS 


Malleable Iron Liquid-Tite Connectors 


QUALITY 
MALLEABLE \ @ 
IR QO N map a rose ga 
FITTINGS 
ARE | 
AVAILABLE! 


@B@ 
© ae BD) aA Ey , Go M.I. Entrance Caps 


Complete Line is Precision-Made 
of Unbreakable Malleable /ron.. . 


° Unmatched for Toughness 
* /mpervious to Corrosion 


M.1. Beam Clamps 


M.1. Offset Connectors 


and Offset Nipples GEDNEY FITTINGS FIT 





GEDNEY 


ELECTRIC COMPANY, INC. 


aed BLOG. + RADIO CiTy + on rng 20 
oundry, Factory ond Ship Point 








M.l. Armored Cable 
& Non Metallic Connectors 


M.L Conduit B sdies 


M.I. 3 Piece Conduit Couplings 
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NEW ROYAL “Sta-Open” Outdoor Weatherproof Devices 
Flip it open — it stays open! That’s why this new Royal “Sta-Open” 
weatherproof device is easier to install and easier to sell. Flip it shut, 
and powerful spring-action cover provides year-round, seal-tight pro- 
tection for each outlet. Available in a range of receptacles, switches, 
and “Universal” cover plates . . . for new work or replacements. 
Dependable “‘Flip-Tite” (self-closing covers) receptacles, switches and 


“Universal” cover plates also available. Call your Royal representative. 
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e Non-corroding plates and covers 


e Individual covers — each outlet 
protected 


e Aluminum finish 
e Seal-tight construction 


e Complete with weatherproof mat 
and mounting screw 


e Individually packaged 


ROWAL, 


«+s OM @ssociate of 


ROYAL ELECTRIC CORPORATION 
PAWTUCKET, RHODE ISLAND 


In Canada: 
Royal Electric Company (Quebec) Ltd., Pointe Claire, Quebec 
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RACO HELPS YOU... 
do a better job...save time and money 


Raco masonry boxes have a ‘‘sheer"’ rectangular design saving 
installation time—no ears to cut around. 

Raco boxes are deep—conduit fits the voids of the block 
perfectly. Device holes are on the inside of Raco boxes — 


Raco masonry thru-the-wall boxes replace two boxes, one fitting 
and two plaster covers—you save money, material and labor. 
Square cornered Raco boxes require less ‘‘mudding” and less 


ial mee tar >, 
pli es ae yom ’ ” % 
. 1 ria Pn 

Oh Fa SN ha) 


W 2 


» . 
“~¥ 


RACO! WAY 


> 
. 7 7 


nd i a a 


OLD WAY 


eliminating re-tapping and reducing ‘‘mudding around’ 
Available in 2, 3, or 4 gang boxes; 24%" or 34%” depths with 
"or %" knockouts. Whatever the job, Raco has a time-saving 
masonry box to fit the need 


time to install. Available in three sizes—for use with 4”, 6” or 
"cement blocks. You save time and money, do a better job, 
with Raco masonry through-the-wall boxes. 


Send for the Raco masonry box brochure today. 


| ALL-STEEL EQUIPMENT INC., Aurora, Illinois 


me & 
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LINE MATERIAL LIGHTING SPECIALIST Ray Saccany, left, discusses a 
proposed lighting layout with Lewis Sternberg, Lighting Engineer for 
Midland Electric Co., Cleveland, Ohio. Line Material Field Engineers 


and lighting Specialists are graduate engineers. These teams of lighting 
experts support Authorized L-M Distributors throughout the entire 
country with experienced lighting application engineering service. 


‘*l-M’s Performance and Strict Adherence 


To Its Distributor Policy Is Impressive’”’ 


Says Lewis Sternberg, Midland Electric Co., Cleveland, Ohio 


**L-M’s complete line, its stature in the outdoor lighting industry, 
and its written distributor policy caused us to become an Author- 
ized L-M Distributor in August, 1960," says Mr. Sternberg. 
**Recently Ray Saccany turned over to us an order he had re- 
ceived direct for about $5,000 worth of PTL units. Other orders 
received direct by L-M have also been turned over to us. 

“Our six-months relationship with L-M has already proved 


L-M’'s 


rewarding. On many occasions we have received prompt solutions 
from their qualified engineers when we asked for engineering 
service and help on lighting problems. With L-M’s lighting equip- 
ment we are able to furnish complete outdoor lighting installations. 

““Needless to say, we have complete confidence in L-M, and are 
confident that our association with L-M will result in additional 
thousands of dollars of profit for Midland Electric Company.” 


STYLED QUALITY OUTDOOR 


Lawn- 
Glo 


Lawn-Glo lights are aluminum con- 
struction throughout. Available in 
several distinct styles in a choice 
of six decorator colors and natural 
brushed aluminum. For standard 
household lamps up to 150 watts. 
Sold exclusively through Author- 
ized L-M Distributors. 


PTL’s 


L-M Post Top Lights combine 
beauty of design and efficiency. 
Scientific glass refractor is avail- 
able in seven IES light patterns. 
Mercury_or incandescent. Avail- 
able in six decorator colors and 
natural aluminum. Sold through 
Authorized L-M Distributors only. 


Mercury Ovalites 


Mercury Ovalites in modern func- 
tional beauty are ideal for parking 
lots, streets and highways. Accom- 
modates clear or color-improved 
mercury lamps through 400 watts. 
The ballast is an integral part of 
this luminaire to provide efficient, 
economical installations. 


Fluorescent 


Fluorescent luminaires are avail- 
able in a wide variety of lengths 
and styles to accommodate all 
lighting applications. L-M's exclu- 
sive Peltier spot-cooling of lamps 
is available to keep light output 
at a maximum, regardless of 
changes in ambient temperotures. 





Harry C. Simonton 
of Cadillac Electric Supply 


Praises L-M’s Fair Policies, 
Complete Protection 


One of Detroit's larger, more able electrical wholesalers, Cadillac 
Electric Supply, recently became an Authorized L-M Distributor. 
Following its own well-defined distributor policy, L-M turns over 
to Cadillac all orders in that territory for PTL and Lawn-Glo 
units, including a substantial order from Detroit Edison Com- 
pany, otherwise a direct L-M customer. 

Cadillac’s Harry C. Simonton was most impressed, and wrote 
an enthusiastic letter, which reads in part: 

*“Never have we been affiliated with a manufacturer who has 


given us such splendid cooperation and service, on both the fac- 
tory and regional level. No distributor could ask for a line backed 
up by fairer policies or more complete protection. 

‘“*L-M’s local representative has been most generous with his 
time in addressing our sales meetings to educate our personnel, 
and in making calls with our salesmen. 

“He has also been responsible for our receiving in excess of 
$20,000 worth of business at a handsome profit... No manu- 
facturer - distributor association could be more ideal.” 


Bradley F. Little 
of A. M. Little & Sons 


‘“‘Our association with L-M is 
already proving to be most profitable.”’ 


President B. F. Little comments, in part: “‘Line Material’s com- 
plete line of quality outdoor lighting products enables us to 
participate in the residential, commercial, and industrial markets. 


Their local representative, Bill Helden, has been most cooperative 
in helping us develop outdoor lighting business. Our association 
with Line Material is already proving to be most profitable.” 


Line Material, a leader in outdoor lighting for half a century, provides a complete line 
of exclusively designed lighting units. To reach the large and growing commercial, 


Mich hal kcee SE n= 


industrial, and residential markets, L-M has adopted a new written distributor policy, 
that wholesalers agree is extremely fair to the wholesaler, and fair to L-M. 


In less than a year, many reputable electrical wholesalers have become Authorized 
L-M Distributors, and are already reaping the benefits of their association with Line 
Material. These are just a few typical examples of how Authorized L-M 
Distributors feel about their relationship with Line Material. 


Authorized L-M Distributors operate under a mutually signed agreement. The 


complete details of L-M's relationship with its Authorized Distributors is clearly 


defined in a printed policy. 


Styled Mercury 


Styled Mercury lumi- 
naires represent ele- 
gonce, beauty, and effi- 
cient, high-level lighting. 
Aluminum construction; 
choice of five pastel 
colors or lustrous alumi- 
num, for lighting that 
compliments as it lights. 
Here is the newest prod- 
uct of L-M’s leadership 
in outdoor lighting. 


McGRAW-EDISON COMPANY 


, tj 
Outdoor Lighting fi 




















DISTRIBUTION TRANSFORMERS - RECLOSERS, SECTIONALIZERS AND Ol SWITCHES 
FUSE CUTOUTS AND FUSE LINKS - LIGHTNING ARRESTERS - POWER SWITCHING EQUIPMENT 
PACKAGED SUBSTATIONS - CAPACITORS - REGULATORS - OUTDOOR LIGHTING 


LINE CONSTRUCTION MATERIALS - PORCELAIN INSULATORS - FIBRE PIPE AND CONDUIT 





THRUSTPOWER 


FOR SUPER POWER 


FOR 
INDOOR BARBECUES 


For every hard-to-ventilate kitchen problem . .. and particularly for indoor 
barbecues . . .Trade-Wind’s new high capacity ventilating system is the emphatic 
answer. For style .. . for efficiency . .. and for the striking new pewter finish, 

the THRUSTPOWER’S got it! 

Power-packed underhood ventilating unit driven by a 4 HP motor with variable 
speed control, enclosed lights and 4 filters plus an extensive range of lengths of hoods 
for wall, pass-through, island and peninsula installations in two 

harmonizing finishes—pewter and antique copper. 


Here’s your answer for bringing outdoor living indoors. Write for complete information. 





mae by fa 
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HOTTEST 





THE NEW 
ELECTRONIC 
LIGHT CONTROL 


TRADEMARK — PATENT PENDING 





Sell this new dimmer instead of a switch PRP EM 
and make dollars instead of cents “Genscan tee 


, 
Here’s a hot new product that can add to your Fits ordinary single walibox 
profits. It’s simple arithmetic. You and your dealers Full-range dimming from full dark to full bright 
can sell Dreamliter electronic controls at $24.95 Handles up to 600W 


list in place of ordinary switches, so you’re going Modern solid-state, semi-conductor control device 
to make more money ‘ Saves electricity; makes light bulbs last longer 


Attractive counter display free to dealer 
And Dreamliter will move fast if you work on it. Backed by advertising to consumers, dealers, 

Builders and their customers who have tried it are electrical contractors, builders, architects, decora 
enthusiastic. It’s the first light dimmer small tors, hotels, motels, clubs hospitals. 

enough to fit a single wallbox that gives complete, 
gradual control of lighting intensity from full dark 
to full bright. It wires like a two-way switch and WRIT! R PHONE our Marketing Department 
will handle up to 600 watts of incandescent lights. today for information about new Dreamliter. 











THE NEW ELECTRONIC 
DEALERS WANT... LIGHT CONTROL 


TRADEMARK — PATENT PENDING 


from Electro-Solid Controls, Inc. e 8007 Bloomington Freeway e TU 8-5511 ¢ Minneapolis 20, Minn. 
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NOW. ..200-AMPERE CAPACITY 
N ABOUT 50 
ESS. SPACE 


Shown here, actual size, is Heinemann’s SE-33 
circuit breaker. It’s about half the size of any 
other breaker that can be used for 200-amp 
service. « In a panelboard, it saves several 
inches. In its own enclosure (indoor or out- 
door), it’s more compact than equivalent fused 
safety switches or service-entrance pullouts. 
The SE-33 is the only 200-amp breaker built 
on a 200-amp frame (others use a 225-amp 
frame). This makes it smaller. And less ex- 
pensive. It’s also easy to install. Its terminals 
accept copper or aluminum conductors in the 
range of #6—+#250, CM CU/AL. It has pres- 
sure-type solderless connectors. « The SE-33 is 
a two-pole breaker, available in ratings of 125, 
150, 175, and 200 amperes, 120/240 V, AC. 
It always carries full-rated current because it’s 
magnetically actuated. It never has to be de- 

= rated for high am- 
bient temperatures. 
All the details are 
in Bulletin 1003. 
We'll be glad to send 





you a copy. 





ON 200 200 _ON 


HEINEMANN ELECTRIC COMPANY <@> 152 BRUNSWICK PIKE, TRENTON 2, N. J. 
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Here’s an all-new sealed beam floodlight series you'll want to 
know all about! Covering the entire range of applications, the new Crouse/Hinds 
PAR-beam Floodlights are available as follows: 150-300W for both medium and 
mogul screw base lamps. 300W and 500W, prong base, in portable, flat base or 
stem-mounting styles. Accessories include mounting plates, hoods, color screens. 


Write for Bulletin 2727, 
or see your Crouse/ Hinds Distributor. 


OFFICES: Atlanta Baton Rouge Birmingham Boston Buffalo Charlotte Chicago Cincinnati Cleveland Corpus Christi Dallas Denver Detroit Houston Indianapolis Kansas City 
los Angeles Milwavkee New Orleans New York Omaha Philadelphia Pittsburgh Portland, Ore. St. Lovis St. Poul Solt Lake City Son Francisco Seattle Tampa Tulsa Washington 
RESIDENT REPRESENTATIVES: Albany, N,Y., Baltimore, Md., New Haven, Conn., Reading, Pa., Richmond, Va. 

Crouse-Hinds of Canada, Ltd., Toranto, Ont. Crouse-Hinds-Domex, $.A. de C.V. Mexico City, D.F. Peterco, Sao Paulo, Brazil 
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° water, d 


gon ' In the long run, no line of 
nsion, contrac: conduit is more dependable 
Lengua than its components. When 
it comes to dependability in 
expansion fittings, look to 
O. Z. as the line that meas- 
ures up! Five basic types 
provide the dependable answer to your 
fitting problems in conduit expansion, 
contraction, and deflection. O. Z. is the 
dependable line because it’s the line with 
the right size, the right type, for every 
requirement! Types AX, DX, EX and 
EXE available in aluminum at no extra 
cost. 


e ex ‘ 
end an conduit 


« CAST IRON BOXES 

« CABLE TERMINATORS 

« POWER CONNECTORS 

* SOLDERLESS CONNECTORS 
ELECTRICAL MANUFACTURING CO., INC. + GROUNDING DEVICES 

« CONDUIT FITTINGS 


Fs) 262 BOND STREET + BROOKLYN 17, NW. Y. "munmé 


Sales Office and Warehouse: 406 So. Cicero Avenue, Chicago 44, Ill. © ESterbrook 9-0326 i 


Office and Factory: 749 Bryant Street, San Francisco 7, Calif. © GArfield 1-7846 orme™ 
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MOE 


LIGHT 


new dimensions in 


RECESSED guy 


SEE SWEET’S 1961 ARCHITECTURAL FILE FOR COMPLETE SPECIFICATIONS 


MOE 


FREE! NEW TECHNICAL CATALOG 


TeliletbileciilelatMmenslthile stat Me lols Mer Tale ii) 
power tables, section and plan views 
trim details. Complete technical 


data on the entire new line 


LIGHT 


RO in, 






> 
2 —H THOMAS INDUSTRIES INC. 
ae FS MOE LIGHT DIVISION 
Tr 207 East Broadway. Louisville 2 ealitia 47 
The World's Largest Single Source of Lighting for Home, Industry and 





ymmer 


Reflector inte 
eliminating a light leak 
need never be removed ft 


Full Reflector 
One piece—full size. Ref 


maximum light. Alzak or P 


Installs Quick and Easy 


He 


nangers anat 


FEATURE ENGINEERED FOR EXACTING 
ARCHITECTURAL SPECIFICATIONS 


Moe Light is the new dimension in Recessed 
Lighting, as they have 65 variations in type, trim 
and glass, which permit complete architectural 
flexibility. They have been engineered and labo- 
ratory tested for maximum illumination efficiency 
and job-tested for simplified installation. 

Examine the features shown here . . . then add 
the additional advantages of prewired housings 
for all electrical codes . . . commercial units with 
Alzak reflectors and 14-gauge steel . . . competi- 
tive prices ... these all combine to assure your 
specifying the best, when you choose Moe Light. 
Now you can secure ali your recessed lighting 
needs from one source, Moe Light. Consult with 
a representative for complete details. 


THOMAS INDUSTRIES INC. 

Moe Light Division, Dept. nic 

207 E. Broadway, Louisville 2, Ky. 

C) Please have your sales representative call. 


‘= Please send me your new free catalog of MOE 
Light Recessed Fixtures. 
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NON-RETURNABLE 


WOOD REELS 


Quick identity labels...easy ship ’n store cartons...always clean cords with 


Spot the Paranite portable cord you want... and spot 
it in a flash. Every reel, carton and pak now has Serva- 
Pac labels that give you size, type, voltage and quantity 
at a glance. It means positive savings to you in inventory 
control, error-free assembly of orders and accurate 
identification on the job. And there is a broad line of 
Paranite portable cords in these new easy handling 
cartons that keep the cords clean during storage... 
Vulcaprene® neoprene sheathed cords, Vulcan rubber 
sheathed cords, and Dreadnaught heavy duty cords... 
all UL labeled and all to premium quality standards. 


Since 7890 





Type > 


SJ 





Two 250’ 
2 Paks 
per master 
carton 


18/4 
16/3-4 
14/3-2 





Four 250’ 
4 Paks 
per master 
carton 


18/2-3 
16/2 





250’ Coils 
in cartons 


18/4, 16/3-4 
14/2-3-4 


18/4, 16/3-4 
14/2-3-4 
12/2-3-4 
10/2-3-4 





250’ Non- 
Returnable 





wood reels 

















PARANITE WIRE & CABLE DIVISION 


.@ VAC, 
P1135 


ESSEX WIRE CORPORATION, Marion, Indiana 


MANUFACTURING PLANTS: Marion, Ind.; Jonesboro, Ind.; Tiffin, Ohio; Anaheim, Calif. 
Sales Offices and Redistribution Warehouses in all Principal Cities 


— 4 
4 
crave” 
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DISTRIBUTOR MARKETING 
PROGRAM 





To PARTNERSHIP PLAN for ae he ee eon is 
PROFITABLE SALES , rane , | 


spread acceptance throughout industry 

, a Finally, the extended sales representation 
Our recent decision to make Haydon Timing E 
; and fine local service afforded by Haydon 
Controls available through Selected Electri rr ‘ “ ' 

Distributors will benefit Haydon 

cal Distributors results from the firm con 
viction that this new program will provide To insure full re 
important benefits for our customers, for the benefits 
Electrical Distributors who represent Hay 


ilization of these potential 
manufacturer and distributor must 
work together in a true partnership. And for 
don and, of course, for Haydon itself. Our this reason, the Haydon Distributor Mar 
customers will benefit from the convenient keting Program has been designed to provide 
ivailability and prompt, personalized serv full support for 
ice that is best provided by a local business 
organization. You, the Haydon Distributor 


our distributors at every 
stage of our relationship. Here are some of 
the ways Haydon will support your efforts 


Haydon Timing Controls have earned a reputation for high 
quality and reliably accurate performance at economical prices 
Well known throughout industry, they are specified by hun 
dreds of companies, including some of the best-known manufac 
turers in this country. To make sure that Haydon Controls will 
continue to meet America’s timing requirements, we have insti 
tuted an accelerated program of research and development 
This program has produced several advanced new timing con 
trols in the past year with additional models already on the 
way. ( Representative controls shown on back page 


By its decision to sell through electrical distributors, Haydon 
turning over to you a market that already includes mult! 
million-dollar annual sales to original equipment manufac 


You can be sure your area holds dozens of potential 
customers including many of the accounts you are already 
calling on. Here, for example, are three of the princip il types 
sales opportunities you can expect to find in your territory 

Replacements for Haydon Timing Controls already in 
use in the field. (2) The large manufacturing companies in 
your area who are constantly building new machines, equip 


nent and control panels for their own use. (Remember, there 


{ 
Oo! 


1 


ilmost no large manufacturing company in your territory 
that does not have some timed-out operations or processes 
The many replacements in your area for the older 
»bsolete or obsolescent timing controls. In addition 
you take full advantage of all pos ble 
Haydon will pass on to you the 


to help 
sales opportunities 
findings of our Market 
Research Program covering both new and existing Haydon 
products 


n it many year ling direct Haydon developed i 


nation-wide rganization sales representatives ill of 
whom are traine experienced timing specialists. Now avail 
ible LO Witt you these Haydon Field Eng neer 
provide the expert technical ales issistance you need 
ind the specialized application engineering service your cu 
tomers will require. Working together, you and the Haydon 


Engineer will 1 a smooth team for sale ind profit 





hould become a ful 


While there’s no expectation that you 
qualified timing engineer, a sound basic knowledge of Haydon 
Timing Controls and their application n industry w 
greatly increase your ability resel hese products 
effectively and sell them successfully oO gi you tl 
basic knowledge, Haydon is making a comprehensive sale 
training program available to all distributor salesmen. Thi 
program will include four separate types of instructior 
In-The-Field Classes, conducted by your local Haydon Field 
Engineer; Correspondence Courses available from Torringto1 
On-The-Job Training, when you make sales call 
Haydon Field Engineer; and In-Plant Training 
our company headquarters in Torringto1 


with the 


Like every progressive distributor 

easier it o sell product lines th I supported 
national program of advertising a1 promotio! 
give you the most effective possib vacking, H 


providing a complete, integrated program that 
Tradepaper advertising, directory 
licity, catalogs and literature, d 


participation. All segments w 
3; as we is our products! 


ce 





Here are some of the 
QUALITY TIME CONTROLS 
You can offer as 
HAYDON’S 


RESET ACROTIMER 


Provides delay or interval timing, opening or closing 
one or more switches after an adjustable period of 
time. New “do-it-yourself’’ modular construction 
combines high quality, low price and unusual ver- 
satility. Meets wide range of physical and electrical 
requirements. Typical applications: industrial fur- 
naces, process control panels, plastic and packaging 
machinery. Supplied with one 15-amp or two 10-amp 
load switches and 10-amp SPDT and SPST relay 
switches. For 120 or 240 vac, 60 cps, with standard 
time ranges from 6 seconds to 24 hours. 


INTERVAL TIMERS Reset 
Synchronous-motor operated timers incorporating Acrotimer 
heavy duty, cam-operated switches. Manual set to 

selected timing intervals for direct control of heavy 

duty electrical loads such as motor-operated food 

processing equipment, laundry equipment, battery 

chargers and similar industrial or domestic equip- 

ment. For 120 or 240 vac, 50 or 60 cps. Intervals: 1, 

6, 15, 30, 60, 120 and 180 minutes; 12, 16 and 24 hours. 


AT Interval CYCLE TIMERS 
Timer Repeats a set cycle or sequence of switching opera- 
tions. Rotation can be limited to one cycle by wiring 
motor through switch contacts. Wide choice of speeds 
and availability of ‘“Torque-Rated” motors make 
possible many timing intervals. Up to eight enclosed 
SPDT switches may be specified. Adjustable, blank 
or cut cams available. Time intervals: 714, 10, 15 and 
30 seconds; 1, 2, 3, 4, 5, 6, 10, 15, 30, 45 and 60 minutes. RB Cycle 
For 120 or 240 vac, 50 or 60 cps. Also available for Timer 
use on 6-28 volts DC and 400 cps AC. Numbered 
among many applications are: commercial appli- 
ances, vending equipment and switchboards. 


DELAY TIMERS 

Rugged, dependable time delay timers with enclosed 
switches. Variety of applications includes office, 
industrial and electronic equipment. Adjustable time 
ranges from 0 to 14.5 minutes. For operation at 120 
or 240 vac, 60 cps. SPDT switch rated 20 amps. 


ELAPSED TIME INDICATORS 

Designed for preventive maintenance procedures, 
DA-11 Delay rental equipment and other applications where reli- 
Timer able indication of elapsed time is desired on all types 
of commercial or industrial tools and equipment. 
Register minutes and tenths or hours and tenths up 
to a total of 99,999.9. Resettable or non-resettable ER 
models with dust-tight cases for front or back panel Elapsed 
mounting. For operation at 120 or 240 vac, 60 cps. Time Indicator 


The MAN ON TIME can sell to the entire timing market because 
Haydon’s line of field-proven Time Controls covers the full range 
of timing functions cycle, delay and interval timing 


HAYDON vivision OF GENERAL TIME CORPORATION 
TORRINGTON, CONNECTICUT 


TIMING MOTORS « TIME AND TORQUE CONTROLS 
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ANCHORED 


re 


ull Dog prastic ELECTRICAL TAPE 


You get full adhesive power — where you want 
it — with Bull Dog Vinyl Plastic Tape. The 
adhesive is anchored to the face by a special pro- 
cess. It does not pick off, no matter how you 
handle the tape. This means Bull Dog Viny] Plastic 
Tape sticks fast, stays tight. 


And you do twice the work in half the time 
because Bull Dog Vinyl Plastic Tape does the 
work of both rubber and friction tape. Available 
in 60 and 66 ft. rolls and the variety of widths 
and lengths you require. Low bulk especially good 
for close tolerance work. Approved by Under- 
writers’ Laboratories, Inc. 


There’s a BULL DOG TAPE for every purpose 
e Friction 


e Plastic 


Sold only 
through verified 
wholesalers. 


¢ Rubber 


AMERICAN BILTRITE RUBBER COMPANY 
BOSTON WOVEN HOSE & RUBBER DIVISION i={teh-yge), | 
BOSTON 3. MASSACHUSETTS 


Also manufacturers of Matting, Stair Treads, Automotive Hose, Garden Hose 


June, 1961—ELECTRICAL WHOLESALING 





ELECTRICAL 
dale} (-1-t-lilale| 


Every Monday: 





N THE FIRST day of 
week, John R. Balfe rolls out a 
cracker barrel approach; 
literally crams his car full of catalogs, 
samples and electrical equipment, and 
drives a scenic, 60-mile rural run 
outside the town of Waterbury, Conn 
Balfe is an outside salesman with 
The Starbuck Sprague Co., Waterbury, 
Conn. At present he has 36 customers 
on his rural route, but he’s constantly 
Striving to build up more. Most of the 
customers are residential electrical 
contractors. His other accounts in the 
rural areas include department stores, 
general and hardware Each 
Monday, an average of 10 of these 
accounts Is covered. 
“T sell everything 
wire,” says Balfe. 
e Typical Week—From Tuesday to 
Friday, Balfe sells to industrials 


each 


sales 


stores. 
clocks to 


from 


and 


38 


large electrical contractors. On Satur- 
day he helps sell residential fixtures 
and appliances in Starbuck Sprague’s 
new fixture showroom (see picture on 
page 41) “Saturday is a good time to 
contact the customers that your con- 
tractor accounts have sent in,” says 
Balfe. 
e No Rat Race—‘I look forward to 
every Monday with a great deal of en- 
thusiasm,” says the Starbuck Sprague 
salesman. “There are no ‘blue Mon- 
days’ in my working schedule. Why? 
Because I am going out on a route 
filled with friends. It's a long way 
from being a rat race or a cold ven- 
ture 

“The people on the rural run,” 
Balfe, “are in a class of their 
own. What they want (and what they 
get) most of all is service.” Balfe says 
that bid jobs on the rural run are 


Says 


“few and far between.” 

e First Name Basis—“When you're 
dealing with the rural customers,” says 
Balfe, “you often do business sit- 
ting and drinking coffee in_ their 
kitchens or in their living rooms. 
Everything is on a first name basis. 
You know their children by their first 
names, who has the measles and who 
is starting high school in the fall.” 
e None Too Small—‘“None of the 
rural customers are too small for Star- 
buck Sprague,” says the Connecticut 
salesman. 

“IT won’t drop a small account, but 
if they stay small and I don't see 
any signs of growth, I'll keep on 
calling, but the calls will be cut to 
once a month. I'll never close the 
door.” 

e Solving Problems—Balfe is a master 
electrician and has experience work- 
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The 60-Mile Rural Run 


Outside salesman John Balfe, The Starbuck Sprague Co., Waterbury, 
Conn., looks forward to Monday. Why? That's the day he travels a 
scenic 60 miles to call on rural contractors and dealer accounts. 


~~ 


PICK UP of material to supply immediate needs 
of customers is first thing on Balfe’s list of Monday 


morning activities 


CHECK OUT with I 
I M. Cookson, asst 


treasurer, 1S 


A. Madison, president, and 


necessary in 


order to apprise inside officers of rural itinerary 


by Herb Cavanaugh 





ing with an electrical contractor. With 
this experience, plus the philosophy 
that the distributor salesman should 
know his products inside-out, Balfe 
can be a tremendous help to electrical 
contractors in solving problems, mak- 
ing substitutions, and creating short 
cuts that show savings on installation 
costs. 

e Selling Retailers—If the hardware 
stores that Balfe calls on do not give 
him a potential, he will not call on 
them. Another provision that deter- 
mines hardware and retail sales calls 
by Balfe is the light bulb contracts 
“I must have the light bulb contract,” 
he says. “If I don’t get it I'm not 
interested.” 

Balfe says a normal call on a hard- 
ware account takes about a half hour 
in the store. “The normal hardware 
account yields from $400 to $600 a 
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month in sales,” claims Balfe. 

e Starting Out—Balfe’s work day 
Starts out at 8:00 a.m. Before he 
starts out on his Monday rural run, 
he phones his prospective calls for the 
day to find out if they need anything 
right away. If they do, Balfe will 
write out an order to be shipped and 
load the merchandise in the back of 
his car, together with new product 
samples and literature (all literature 
and catalogs have identification tape 
on them) 

“Sometimes,” says Balfe, 
er will call on Saturday 
‘Johnny 
on his 


“a custom- 
and ask if 
can bring this or that out 
next trip.. When I'm on the 
road, I try to get to my accounts at a 
pre-appointed time. Customers have 
almost learned to set their watches 
by me,” says Balfe. “This extra service 
is important to them.” 


HAND OUT of 
to electrical contractor is first 
this run. Contractor is Roy Isaacson 
owner of The Electric Shop in Washing 
ton, Conn. Rural contractors are Balfe’s 
friends. First name 


manufacturer's catalog 


duty on 


basis is standard 


CONTINUED 





60-Mile Run (cont.) 





SERVICING account of Peterson Electric Co., Washington, 
Conn., Balfe drops off equipment on absent contractor’s back 
yard lawn. Balfe will receive call at home for more equipment. 


SOLICITING sales at Washington Supply Co., a hardware 
store in Washington, Conn., Balfe consults manager Victor 
Balfonte. Balfe averages 10 customer calls a day 


DELIVERING equipment to contractor Charles 
Heprich (/eft), owner, Cornwall Electric Co., 
Cornwall Bridge, Conn., Balfe gets helping 
hand unloading into’ contractor’s truck 





‘Every Day | Learn Something 
New From My Rural Customers’ 


Between 12 and one o'clock, Balfe light up a cigarette when he has to goon to my other customers too. 
“works like the devil,” to catch con- up a few floors to get an order Starbuck Sprague’s rural customers 
tractors home for lunch or at their “The new house also makes for are loyal, and it pays to be sincere and 
business establishments better prestige among our customers downright honest with them. I won't 
e New House—One of the biggest and provides for a larger supply of oversell them or overstock them with 
factors in Balfe’s growing sales with materials. This has eliminated the anything. I'll bring the overstock back 
the rural customers is Starbuck bane of all outside salesmen—the back for credit or even help him move it 
Sprague’s new house. According to order. Today a back order is a rarity If a contractor has a panel that can’t 
Balfe, the new 15,000 sq. ft. one-floor with us.” do a job, Vl sell him a panel that 
operation, which has room for more e Selling Methods—*“The customers can and take the unsuitable panel 
than 125 parked cars, has increased on the rural run may be countrs back.” 
efficiency 60% and sales 20% people,” says Balfe, “but they are e Honesty Means Repeats—‘When 

“The one floor warehouse,” says smart and every day I learn something they want to buy 10 and they need 
Balfe, “makes for faster service at the new from them. I make sure that three—I sell ’em five this time because 
counter because it is only human when I do learn something valuable in I'll be able to sell them five the next 
nature for a counterman to dally or the way of problem-solving I pass it time.” 
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SOLVING dead space problems at H. H. Taylor & Son, New Milford, 
with display ideas made Balfe popular at firm and en- 


ables him to get sales. Manager Andrew Armstrong dictates orde! 


Conn. (ahove) 


HELPING contractors select right equip 
ment for pending jobs is important phase 
of Balfe’s work. Here. he assists J. Core 
of Corey’s Electrical Store, New Milford 


DEMONSTRATING new vacuum 
cleaner for resale at W. G. Barton & 
Sons dept store in New Milford 


Conn., Balfe imparts product know! 
i 


to co-owner Raymond Bartor 


— 


SELLING lighting fixtures on Saturdays in Starbuck Sprague’s 
new showroom (above) gives Balfe chance to meet contractor's 
customers. Left to right in picture are Balfe, Thomas McGrath, 
electrical dept. manager; Robert Mite, lighting and heating 
specialist; I A. Madison president 


FILLING out and checking over stock with Donald Patchet 
manager, F. F. Hitchcock Co., Woodbury, Conn., Balfe 
waits as Patchet checks on hardware store battery stock 





By Robert S. Bush 


Tailoring 
Tool Sales 
For the 


NEW CATALOG prepared by Artcraft 
includes only tools and accessories. These 


are given not only to contractors, but 


e * 
ty Institutions 
REISE ALES <>: SAREE IRE SE LES 


Two years ago, Artcraft Electric Supply Co. of Wilmington, Del., 
began concentrating on selling tools, especially to the institutional mar- 
ket. Today, especially through demonstrations, efforts have paid off. 


DEMONSTRATING solder iron to school maintenance man ON LOCATION, Weiler lets vocational students use tools 
is part of program of Morrie Weiler (1). The prospective and explains advantages to them. Here, a student in the elec 
customer, Edward Forenski, of Tower Hill school, Wilming- trical shop of H. Fletcher Brown Technical high school tests 
ton, can pass along recommendation to school officials. a drill. At right is Andrew H. Schommer, instructor. 
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I TAKES more than maintaining a 
complete stock to sell tools effec- 
tively. At least, that’s what manage- 
ment at Artcraft Electric Supply Co. 
of Wilmington, Del., has realized 
Believing that tools are an allied 
line to the electrical distribution busi- 
ness, Artcraft personnel were interest- 


ed in learning as much about the 


products as possible in an attempt to 
pass along this information to the pros- 
pective customer. “We have felt com- 


pelled to learn more about tools be- 
cause of the expensive labor costs to 
our customers today,” Bernie Chesler, 
manager of the tool, ventilation and 
generator department, says. “If we are 
well versed in new lines and new 
products, we can pass information 
along to the contractor. He will then 
be able to do a more efficient job 1n 
a shorter time.” 
e The Institutions—In an attempt to 
sell tools as effectively as possible, the 
distributor has gone beyond the bene- 
fits of adequate stocking. About two 
years ago, when the program got un- 
derway, one salesman was given the 
specialty line, and was told to con- 
centrate on the potential institutional 
market. This market now includes 
schools, hospitals, prisons and state 
agencies, such as schools for retarded 
children. 

The salesman, Morrie Weiler, does 


OTHER MARKETS in addition to the institutional also are 
covered by Weiler. Here, Weiler demonstrates an electric 
saw to sales manager Bill Smith of A. H 
building supplies. Pegboard in rear was arranged by Weiler to a 
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a lot of work in this market for which 
he is not compensated immediately. 
His program, however, is designed to 
lay the groundwork for future sales, 
and for establishing good will with po- 
tential customers. 

The backbone of Weiler’s program 
consists of demonstrations at the po- 
tential site of the sale. Although most 
sales to the institutional market 


basis, the salesman is 


tool 
are on a bid 
able to assist the potential customer 
through his demonstrations. 

e Time Factor—Although Weiler 
demonstrates and sells tools during the 
entire year, his greatest effort—as far 
as the school market is concerned—is 
during January and February. 

“Because of summer vacations at 
the schools, requisitions for tool pur- 
chases for the following school year 
are submitted by shop teachers early 
in the Spring,” Weiler explains. “Be- 
money is allocated before the 
purchases, I always assist the shop 
teachers in preparing their lists of 
products requested. I also give them 
product information and manufactur- 
ers’ literature so they will have a com- 
plete understanding of the items they 
want.” 

Before the school authorities award 
the bid, the salesman makes 
appointments to demonstrate the spe- 
cific tools, both to the shop teachers 


cause 


always 


tools for the 
Angerstein, Inc., 


and the school board. In addition 
Weiler leaves a film with the 
officials for them to see the detailed 
aspects of how various tools are used 
e Concentrated Selling—In following 
demonstrations, Weiler mails 
product information to prospective 
customers. He makes additional 
calls on shop teachers, and reminds 
them that Artcraft has a tool depart 
ment for their use whenever the need 


school 


up on 


also 


arises. 

In addition to these personal calls 
and demonstrations, Artcraft displays 
its products at most industrial shows, 
particularly if these shows are sponsor- 
ed by the vocational departments of 
the schools 

If Artcraft receives a bid for tools, 
Weiler checks closely to see when the 
shop instructors want delivery. The 
salesman will not ship an order item 
by-item. 

As he says, “We will tailor our de 
livery system to suit the customer 
even though it might mean extra book 
keeping for us. The customer wants all 
of the items at once, and we see that 
he gets what he wants.” 

All of this effort has shown a good 
increase in sales during the past two 
years. Because the distributor is now 
more tool conscious, he is able to give 
his customer more complete service, 
which is promoting more good will 


REPAIRMAN Carl! Fulk is available at Artcraft to service 
distributor's customers 
loan similar tools to customers while items are being repaired 
id customer in preventing loss of work time 


officials will 


r 


Artcraft 





On the job site... 


Extra Effort Means 


That's what sales personnel at Columbia Electric Supply 
of Washington, D.C., have found in their attempts to sat- 
isfy the contractor and obtain more volume and profits. 








ae. 2 © <1 Oy & 2 ( Onn 


6 BECKER 


“a 


ON JOB SITE, salesman George Bohannon checks to see and installations are satisfactory. Here, Bohannon (right) and 
that deliveries have been made on time and that product contractor Frank Becker watch electricians at work. 
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and in the office .. . 


Greater Sales 


IN THE OFFICE Bohannon figures bids 
from take-offs if customer requests him 
to do so. If bids are submitted to several, 
prices are always same for all 


E’RE still doing business with 
Columbia. I guess that’s proot 
enough that we are satisfied 
with the service they give us.” 

And to back up this comment by 
one customer of Columbia Electric 
Supply Co., Inc., of Washington, D.C 
the distributor attempts to stress serv- 
ice equally to all of his contractor 
customers. 

“Any type of service can never be 
complete unless it is followed-up with 
more service,” Sales Manager Martin 
Barmack obtain repeat 
business with customers, it’s not only 
essential to serve the account fully, 
but it is just as important also to 
serve the customer both in the office 
and at the job site.” 

e Product Knowledge—Columbia’s 
sales personnel have unique methods 
of learning about products in detail. 
George E. Bohannon, for instance, 
goes directly to job sites where he 
knows new products are being used. 

“When I find an electrician who is 
using a new product, I start asking 
questions. I try to find out just what 
he does and doesn’t like about the 
item, and then watch closely to see 
how he uses it and for what applica- 
tions it is beneficial,’ the salesman 
Says. 

“There are many ways to learn 
about products and their applications, 


‘l 


says. “To 
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AT OFFICE of contractor, the 
salesman makes take-offs with aid 
Caude Rush. He 


lighting and panels 


of estimator 
covers only 


but sometimes it is pretty difficult to 
obtain all of this information from 
literature. The best way is to see the 
item actually used at the job site. I 
don't think anyone will disagree that 
it is easy to sell products when you 
know as much about them as possible 

by the book as well as by applica- 
tions.” 

Barmack likes to stress that Colum- 
bia can and does give the contractor 
customer For ex- 
ample, if the customer places an order 
for 25 different items, he is always 
assured of getting everything he re- 


one-stop service. 


quested 

“If we don’t have one or two items 
in stock that were ordered, we get 
them,” Barmack “In this case, 
we are Satisfied if we don’t make any 
profit on the items we did not have in 
stock. We are interested only in pro- 
viding the customer with exactly what 
he wants and orders. Few things can 
irritate a customer more than not re- 
ceiving everything he ordered when 
the delivery is made.” 

In making certain that a contractor 
receives everything he orders, ware- 
house personnel at Columbia double- 
check the order before putting it in 
the delivery truck. This not only saves 
the distributor time and money in 
making special deliveries with items 
not included originally, but more im- 


adds. 


portant, it enables the contractor to 
proceed with his work with the mini- 
mum amount of delay 

e Phone Service—In one 


phone orders work in reverse to the 


sense, tele- 


normal procedure at the distributor's 
attempt to provide 
service and save time 


Columbia 


operation. In an 
better customer 
for the contractor, 
personnel make calls each morning to 
steady customers what their 
requirements for the day might be. 

This assures that all orders going to 
areas surrounding Washington will be 
delivered the same day. Under emer- 
gency situations, special deliveries will 
be made to customers who need 
materials fast. Bohannon, for example, 
often makes such on his 
way home in the evening. 

As he says, “Although some cus- 
tomers might take this type of service 
for granted, they still appreciate it, 
and think of Columbia Electric first 
when they need electrical materials.” 

In another attempt to save time for 
the contractor, Columbia’s outside 
men make take-offs on prospective 
bid jobs. These take-offs, however, 
include only lighting and panel boards. 
If the distributor eventually gets the 
order, he works closely with the con- 
tractor on delivery problems that 
might arise and on suggestions that 
might make the installations 
e End Results—‘In the long run, this 
type of extra effort pays off in obtain- 
ing more volume from our contractor 
Barmack says. “It even 
any prospects who are 
interested only in price. 

“When a prospect or customer 
needs materials fast, and price is not 
an overriding factor, we probably will 
get the business because of the good 
service we have given him in the past 
It may take a long time to be effective, 
but customer aids usually help to in- 
crease the volume—and profits.” 


sales 


to see 


deliveries 


easier 


accounts,” 


pays off for 
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EXPEDITING is just one distributing 
function that management should take a 
personal interest in, believes Huntington 
Electrical Supply president Jack Rosen- 
man (center). Here salesman Tom Barstow 
(pointing) shows order ready for loading 
in one of two station wagons firm uses 
for spot emergency deliveries on Long 
Island 


How Close to Business Should 


Huntington Electrical Supply's president, Jack Rosenman, 


believes that distributor management belongs right in 
the thick of things—and not in a fancy upstairs office. 
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is constant vigilance,” might 
well be the guiding policy at 
Huntington Electrical Supply. 

This operating concept applies to 
everyone in the organization, says 
Jack Rosenman, president of the Long 
Island firm, because all Huntington 
personnel benefit. “The electrical dis- 
tributing business today requires con- 
stant watching and knowledgeable 
control—especially by management 
in order to be reasonably profitable 
for all employees,” he explains. 

e Key Post—What does he mean by 
“control”? To see him in daily action 
is to know. 

From his strategically-located desk 
in the general office (see diagram, 
left), Rosenman exercises an unobtru- 
sive but effective influence on the op- 
erations of each of his department 
heads (see pictures). 

To Huntington Electrical’s presi- 
dent, control means guiding his op- 
eration—not garrotting it. 

As he puts it: “I think that elec- 
trical distributor management belongs 
right in the thick of things—not in a 
mahogany-paneled upstairs den. Most 
of us have so much hard-won experi- 
ence to offer. Why waste it? You 
don't have to get in the way 
of your department heads _ and 
other personnel. But you can advise 
at the right time, act as a strategic 
expediter and a coordinator of com- 
munications to see to it that everyone 
thoroughly understands policies and 
why they should be carried out.” 


uTis: PRICE of reasonable profit 
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CONSTANT CONTACT with department heads is vital to HELPFUL ADVICE, based on more 
efficient operation, says Rosenman. Here he discusses cus ence, is something to share. Here, ind 


tomers with industrial sales manager John Scaduto Gordon Brown swaps lay 


You Be? 


By George D. Farley 


e Four Keys—Essential to Rosen 
man’s philosophy is his control of 

e Purchasing Management must 
know exactly what is being bought 
and why, so every purchase or 
goes through the president. 

e Selling—Working with his inside 
(as many as 7) and outside salesmen, 
Rosenman keeps the team informed 
on new products and applications, 
culls local publications, Dodge Re- 
ports, new business listings, etc., for 
sales leads. He also sells 10 key in- 
dustrials himself vt Bigs 

e Credit Huntington Electrical ae 
Supply’s president considers this as im- WAREHOUSE know-how also must spread among key personnel 
portant as any distributor function Rosenman and purchasing agent Tony Noto check conduit section 





“4 4 


“We're business-like and we want 
SHOWROOM SAVVY is offered by Rosenman to Moritz 


} 


customers who are business-like, no 
lighting sales manager in the big display room frontin 


matter what their size.” Huntington’s 
accounts are 50% contractor and 
50% industrial. If they don’t discount ‘ ’ 
on time, they are asked for the money 
Failing that, they are cut off. The firm 
insists that this credit policy be strictly 
adhered to. And everyone in the organ- 


home-building boom makes skillful selection and sell 


iZauoNn Carries it Out 

e Personnel—Rosenman takes a 
personal interest in every member of 
his staff, stressing the idea that Hunt- 
ington Electrical Supply is in business 
to make a fair profit—not to exchange 
dollars. Employees are constantly re- 
minded that they represent the firm 
in the customer’s eyes and that they 
stand to benefit if the business repu- 
tation is a good one. 
e Like Glue—How close should you 
be to business. “Close enough so it 
isn’t a hobby,” sums up Rosenman 
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‘Don't Keep Them Waiting: 
Adage For a Counter 


At Granite City Electric 
Supply Co., Quincy, Mass., 
a specially-designed count- 
er with “continuous flow" 
has cut down on waiting 
time for contractors and 
paid off in quick service 
and money saved for the 


firm's counter customers. 


LINE-UP in Granite City’s counter area 
is pictured left to right: “L” shaped 
counter area; adjacent quotation dept: 
with sound-proof wall and 5-ft panel 
enclosures; last picture shows view of 
counter from the shipping department. 


Area 





PEED and continuity are the best words that can be 
used to describe the counter operation of Granite 
City Electric Supply Co., Quincy, Mass. Nicholas 
Papani, president of the firm, says that “continuous 
counter design” is the factor that speeds up Granite 
City’s counter service and saves the electrical contractor’s 
money in the long run 
e In and Out—A modified “L” shaped counter (see dia- 
gram on opposite page) restricts customers to one side of 
the counter and keeps employees on the other. There is 
no line-up of stools on the customer side of the counter 
to tempt the electrician into idling away expensive 
minutes in conversation with Granite City employees or 
with other electricians that come in for service. 
“When a contractor sends one or more men in here at 
$3.50 an hour to pick up electrical equipment for a job,” 
explains Papani, “he doesn’t want his men wasting time. 


That’s why we did away with the stools. Our object is to 
get those electricians waited on and back to their job 
sites as soon as possible.” 

e Efficient Design—Granite City’s counter area has been 
designed for maximum speed and efficiency in the follow 
ing manner: 

1. A long, modified L shaped counter, followed by 

2. a quotation room adjacent to counter with 5-ft high 
panels and a sound-proof wall for use in telephone calls. 
Right along side of Granite City Electric’s quotation 
department is: 

3. the shipping desk. 

This set up, says Papani, makes one smooth and con- 
tinuous operation. The customer parks his car outside the 
door to the counter area. When he enters he can see all 
employees in all three departments (panels surrounding 
quotation dept. are only five feet high) and vice-versa. 
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Pay off: because of this method any one of ten men 
located in the counter area in sales, quotation or shipping 
can visibly check to see that all customers are being 
waited on and come to the assistance of a customer right 
away if no service is immediately available at the counter 
“If, for example,” Papani illustrates, “an electrician 
comes in and sees that all the counter salesmen are tied 
up, he has only to signal someone at the shipping desk or 
quotation department if he’s in a hurry to get back to 
the job site.” 
e Versatility—Six men are readily available to serve 
Granite City’s counter. When traffic gets very heavy, 10 
men can come to the rescue and pitch in. All Granite 
City’s regular and standby countermen are trained 
through study and attendance at sales and educational 
meetings. 


e No Waiting—Another factor that has been useful in 
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speeding up the customer's waiting time has been the 
requiring of Granite City employees to park their cars 
at the extreme end of the parking lot away from the 
building where the door to the counter area is located 
This cuts down the distance the customer has to walk to 
and from his truck. “He particularly appreciates this,’ 
says Papani, “where he’s loaded down with electrical 
equipment.” 

Papani says that his counter motto is * ‘Don’t Make 
Them Wait.’ When a customer goes in to a distributor 
and has to wait a while before he’s serviced, he gets 
annoyed. If it happens a few more times he gets dis- 
couraged. If it happens again, he might go someplace 
else. All wholesalers sell the same types of electrical 
products,” says Papani, “it’s the electrical wholesaler’s 
service that’s the biggest part of his business. Without 
it he’s going to have a tough time surviving.” 
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Pinpoints the Information You Need on . 





Magnetism-—IlI 


By J. F. McPartland 
And W. J. Novak 


F A BAR MAGNET is suspended 

freely at the end of a length of 

string and the North pole of a sec- 
cond, hand-held, bar magnet is 
brought slowly toward the North pole 
of the suspended magnet, it will be 
readily seen that a force of repulsion 
exists between the two North poles 

The North pole of the suspended 
magnet will move away from the 
other North pole. And the same re- 
pulsion exists between two South 
poles. Then just the opposite effect 
will be achieved if the North pole of 
the hand-held magnet is slowly moved 
toward the South pole of the sus- 
pended magnet. In this case, there is 
an attractive force between the two 
poles and they move quickly together. 
These two actions illustrate the first 
laws of magnetism: 

1. Like magnetic poles repel each 
other. 
2. Unlike magnetic poles attract each 
other. 

It has been noted that the needle 
of a compass (a small magnet, itself) 
always points North and South. This 
occurs because the North pole of the 
little bar magnet in the compass is 
attracted toward the earth’s geograph- 
ic North pole which is actually a 
South magnetic pole 

The character of magnetism is such 
that if a bar magnet is cut into two 
pieces, each piece is a magnet in the 
same sense that the whole bar was. 
And further cutting of these pieces 
into any number of pieces will yield 
that number of: little magnets. One 
theory of magnetism holds that in any 
magnet even the molecules act as 
magnets. Accordingly, the theory says 
that these molecules in iron or steel 
may be arranged without any orienta- 
tion among them and such a piece of 
iron or steel is unmagnetized. How- 
ever, if the same piece of iron or 
steel is subjected to a strong magnetic 
field, the magnetic molecules will be 
forced into a definite pattern of 
orientation. Such orientation of the 
molecules makes a magnet out of the 
piece of iron or steel. In it, all of the 
molecular North poles point one way 
and all of the molecular South poles 
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point in the direction. Re- 
moval of the magnetizing force from 
a piece of soft iron will result in the 
magnetic molecules resuming their 
original position. But the molecules of 
hardened steel will retain their orien- 
tation even after the magnetizing 
force is removed, becoming a perma- 
nent magnet 


opposite 


Electromagnetism 


In 1819, a scientist named Oersted 
discovered a relation between magnet- 
ism and electric current. He found 
that an_ electric current flowing 
through a conductor produced a mag- 
netic field about the conductor. When 
a small compass was brought close to 
the wire carrying current, the needle 
of the compass was deflected at right 
angles to the wire. If a current-carry- 
ing conductor is passed through a 
sheet of cardboard, the nature of the 
magnetic field around the conductor 
may be studied by placing the small 
compass on the cardboard and mov- 
ing it in circles around the wire. 

It will be noted that the needle 
keeps changing position slightly as it 
is moved around the conductor, in- 
dicating that the magnetic field exists 
in concentric circles around the con- 
ductor and that it has definite polari- 
ty, i.e., the needle points in one di- 
rection with the current flowing in a 
given direction and then points in the 
opposite direction when the direction 
of current flow is reversed in the wire. 

Another way of detecting the pres- 
ence of the magnetic field around the 
conductor is by sprinkling iron filings 
on the cardboard and noting the pat- 
tern of concentric circles formed by 
the filings. The iron filings become 
magnetized by the field around the 
conductor, and the interaction of the 
two sets of magnetic force lines the 
filings up in circles, like a large num- 
ber of compass needles. 

It can be seen from the 
periments that the magnetic field 
around the wire extends some dis- 
tance out from the wire, and the 
strength of the field is greatest close 
to the wire and decreases with dis- 
tance from the wire. And another 
noteworthy fact is that the strength of 
the field can be increased by increas- 
ing the current flowing through the 
wire and decreased by decreasing 
current flowing through the wire. This 
can be noticed by watching the 


two ex- 


stronger current make larger, 
concentrated rings of the iron filings 
than weaker current is able to do 

All of the foregoing forms the 
basis for the so-called “Right Hand 
Rule.” This is a handy, convenient 
means of determining the relationship 
between the flow of electric current 
in a wire and the direction of the 
magnetic lines of force around the 
magnet. It works this way: Grasp the 
current carrying wire in the right 
hand, wrapping the four fingers 
around the wire and extending the 
thumb along the wire. If the thumb 
points along the wire in the direction 
of current flow, the fingers will be 
pointing in the direction of the lines 
of force around the conductor 

Although the magnetism is rela 
tively weak at any point along the 
length of a wire, the magnetic effect 
can be strengthened by winding the 
wire into a coil. The total magnetic 
force of the length of the wire is 
thereby concentrated in a much 
smaller space and is, as a result, more 
intense. The character of the magnet- 
ic field of a coil can best be described 
by considering the simple condition 
of two wires placed side-by-side and 
carrying current in the same direc- 
tion. 

As shown in the sketches, the lines 
of force between the conductors op 
each other, keeping the mag- 
netic field around the two conductors 

or around three or or how- 
ever many conductors are placed to 
gether. As a result, the lines of force 
associated with a coil of wire flow in 
one direction through the core of the 
coil and flow in the opposite direction 
around the outside of the coil where 
they return to the other end of the 
core. The end from which the flux 
emerges is the North pole of the 
electromagnetic coil. And since all of 
the turns of the coil have current flow 
ing in the direction through 
them, their fields add up and polarity 
of the coil can be determined by a 
variation on the “Right Hand Rule.’ 

Grasp the coil in the right hand 
with the fingers wrapped around the 
coil in such a way that the fingers 
point in the direction of the current 
flow through the turns of the wire 
The thumb then points toward the 
end of the coil which is the North 
pole of the electromagnet. 

Next Month: Magnetics Ill 
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Build Up, Trim Down: 


Storage calisthenics has cut down public warehouse 
rental costs, and has increased efficiency and stocking 
space for Charleston Electrical Supply, West Va. 


HREE INGREDIENTS are being 

added to the warehouse of Charles- 

ton Electrical Supply Co., Charles- 
ton, West Va., to boost usable square 
footage and increase storage space. 
The aim: knock down costs, build up 
warehouse capacity. 

The Charleston distributor has: 

(1) made maximum use of cubic feet; 
(2) narrowed down aisles by two feet; 
(3) purchased a_ four-ton fork lift 
with a small turning radius. 
e Cubic Feet—According to Charles 
S. Johnson, president of the company, 
the 21,000-plus-sq ft warehouse and 
general office was built with a trained 
eye on flexibility. 

Movable walls were installed in the 


IN 


POWERING above Johnson. stock reaches roofward to an 


average of 11 ft in Charleston | 


52 


lectrical’s 


general office area for ease of expan- 
sion and contraction. 
In the warehouse, 
ted roof allows an average stock- 
ing height of 11 ft for the firm. 
Lighting fixtures and lamps are stored 
on the 4,860-sq ft mezzanine. 
“Most warehouses we've seen have 
13-ft high ceilings,” says Johnson, 
who is an industrial engineer. “We 
constructed ours high enough to get 
the out of our cubic feet of 
storage space.” 
e Narrowing Down—lIn addition to 
aiming roofward, Charleston Electri- 
cal’s aisles are getting slimmer. John- 
son is planning to move all shelving, 
the behind the counter 


an 18-ft insula- 


most 


except bins 


= Ro 


— ——— 


. 


pe / 


eh Bede Duis, 


area, two feet over. This will narrow 
down all aisles from six to four feet. 
The reducing process. will 
Charleston more usable square ft 
and cubic ft., without destroying effi- 
ciency. A new four-ton fork lift truck 
with a small turning radius was pur- 
chased to operate in the slimmer 
aisles. I ighting runs across the aisles, 
rather than parallel, so there will be 
a negligible loss of illumination when 
the aisles are moved. 
e How They'll Do It—Palletized 
loads and other equipment will be 
removed from the shelving with the 
fork lift truck, and warehousemen 
will skid the shelves over to where a 
chalk mark been made on the 


give 


has 
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roof is steel 


warehouse. The floor, giving more 


insulated 





the warehouse 


storage space 


and is 18 ft above 


cubic feet of 
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More Space And Less Cost 


floor (see picture). “The narrowing 
down procedure will not be hard,” 
says Johnson. 

e Why They’re Doing It-—Charles- 
ton Electrical pays rent on _ items 
(mostly white goods) stored in a public 
warehouse. The firm is charged so 
much per unit to rent. “As more 
equipment is moved into our ware- 
house, we're saving more rent. Our 
aim is to eventually get everything 
under one roof.” 

Johnson feels that centralizing stock 
will lead to better control, speed up 
deliveries and improve Charleston 
Electrical Supply’s service. “It’s a sure- 
fire way,” he adds, “of fighting any 
downturn.” 


REDUCING all aisles by two feet will 
create more usable square feet for more 
shelving. This means more usable cubic 


feet of storage space, too 
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BIG ITEM is this four-ton fork lift which 
has long prongs and a small turning ra 
dius for operation in slimmer aisles. Effi 
ciency will be increased, not sacrificed, b 
slimming down aisles 
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In 14,400-sq ft of space, Paterson Electrical Supply has built in- 
to its new operation many elements to ease the flow of ma- 
terials, making it possible to serve the trade more efficiently. 


New House That Has 


RECEPTIONIST’S desk looks into both the counter and show- 
room departments. Through these glass panels near his desk, 
the firm’s president can see through to other areas. 


SHOWROOM displays about 400 fixtures and wall brackets 
Ceiling units are on removable panels and can easily be re 


placed because of surface metal raceway above panels 
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SIDE VIEW of main entrance into show- 
room shows terraced area, which presi- 
dent says will add to appearance. 





CONDUIT RACKS are flexible 


made of 


and can be expanded easily when the need 
stored near receiving docks for ease in flow of goods. 
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NEW building in a new and cen- 

tralized location is proving prof- 

itable for Paterson Electric Sup- 
ply Co. of Paterson, N.J. 

Located near the main highways 
and streets of the city, the new 
14,400-sq ft building is accessible to 
customers. 

“All of our old customers 

reach our building much faster than 
they could at our old operation,” 
President J. C. Weiner says. “This not 
only has helped us provide more and 
faster service for them, but also has 
helped to obtain many new accounts, 
who find our location convenient.” 
e Benefits Many outstanding fea- 
tures have been built into the ware- 
house area. Because of the 18-ft ceil- 
ings, Weiner included a_ balcony 
above part of the area. This is com- 
pletely lighted and serves as valuable 
space. 

Free-standing racks for cable reels 
are very flexible. Shelving can be ex- 
panded easily to accommodate the 
size and quantity of reels. 

In addition to the main entrance to 
the showroom, a separate entrance 
for counter customers is maintained 
at the side of the building. This leads 
directly to the counter, and 


can 


storage 


also is 


shelving material REEL RACKS 


arises. Conduit is 


also 


near the doors leading to the shipping 
and receiving areas and the loading 
dock. 

On 


one side of the building, a 


parking lot is available that can ac 
20 


covered garage 
~“ 


commodate at least vehicles. At 
the rear of the lot a 
will be maintained 
vehicles during bad weather 
e Flexible Showroom—Al!! 
fixtures in the showroom are mounted 
These fixtures 


disconnected 


for personnel’s 


ceiling 


on removable panels 
can be connected or 
easily from surface metal 
above the panels. 

There are approximately 
ing fixtures and 100 wall brackets on 
display. All brackets are on wall 
switches. Two ceiling heights are 
maintained For suspended hixtures 
the height is 9 ft. For flush 
cessed units, the ceiling has 
lowered to 8 ft for more 
settings. 

“We could not have made a 
choice for a location or a design in 
the building to promote the rapid 
flow of goods,” the president 
“We expect that many of our prob- 
lems we encountered at the old opera- 
tion will 


raceway 


300 ceil- 


and re 
been 


realistic 


WISCT 


Savs 


now be solved.” 


CONTINUED 


are constructed from flexible shelving 


Racks are free-standing, and can be changed when and if the 
size and quantity of reels changes 





New House That Has Everything (cont.) 
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Retaining 
Wall 
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FLOOR PLAN of new building shows layout of ware- 
house, showroom, general offices, docks and parking 


ireas. Building is in central location of Paterson 





—s 
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PEGBOARD WALL covers entire space behind counter 
rhe distributor’s officials utilize this area to display tools 


ind other products to good advantage 


PARKING AREA permits room for about 20 
vehicles. At rear, area will be covered to permit 


parking for four cars in bad weather 


NEATNESS of wire bins is stressed in this area. All 


reels are labeled as to the number of feet, and size ts listed 


on the bins for ease of warehouse handling 


wire 
| 


BALCONY AREA is shown here, which adds to space in 


overall warehouse. Ceiling in the warehouse is 18 ft 
permitting the use of balconies in some sections 
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A Special On-the-Spot Report: 


NAED MovesAhead 
In the Motor City 


Stimulating speeches, heightened conference booth 
activities and the presentation of NAED's "new look’ 
plan characterized the 53rd annual convention held 
in Detroit. For a complete and detailed review of 


what went on at the national meeting, turn page. 


June, 1961—ELECTRICAL WHOLESALING 





NAED Convention Report (cont.) 





i ad 
ee 


‘ 
\ 


John M. Newton, Jr. 
V.P., Eastern Region 


NAED 
manufac- 
53rd 


ORI THAN 2,000 
members and their 
turer-guests attended the 

annual convention in Detroit. 

From official opening on April 29th 
to the closing at noon, May 3rd, 
attendees concentrated on this year’s 
theme, ‘“Full-Functioning Distribu- 
tion, The Key to Effective Marketing.” 

From the final address, the report 

of Executive Director Arthur W. 
Hooper, they learned of a proposed 
new plan of association reorganization 
with a decided emphasis on greater 
regional activities to “strengthen the 
association and enable it to meet the 
challenge of a changing dynamic econ- 
omy with greater skill and effective- 
ness.” 
e Electronics, Too—Moved up from 
its originally scheduled Wednesday 
time to Saturday afternoon, the In- 
dustrial Electronics Panel was the 
lead-off session for the national con- 
fab. 

Robert M. Johannesen, president, 
Johannesen Electric Co., Greensboro, 
N.C. served as moderator. The rest 
of the panel of electronic-electrical 
distributors: Donald Levine, 
manager, Marle Co., Stamford, Conn. 
and Thomas E. Becker, sales manager, 
The John A. Becker Co., Dayton. 

Purpose of the electronic semi- 
nar, according to moderator Johan- 
nesen, was to present to the member- 
ship a graphical personal picture of 
the industrial electronic market— 
spelling out both its opportunities and 
its pitfalls. The decision on entering 
or passing up the market would then 
be up to those attending—but this was 
to be a once-and-for-all examination 
of possibilities. 


sales 


58 
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C. E. Butler, Jr. 
V.P., Central Region 


~ 


John W. Shealy 
V.P., Southern Region 


K. P. Rehwaldt 
V.P., Western Region 


New Line-Up For NAED's 


e From Many Angles—From. their 
own varied experience, the panel mem- 
bers discussed industrial electronics, 
hitting on many vital points, such as 
manufacturers, their policies, the ac- 
tual and potential competition, the 
role of agents, inventory requirements, 
obsolescence and price protection and 
specialists v. supplies salesmen. 

Following the panel discussion, 
questions from the floor were heard 
and answered. Many were posed by 
electrical and electronic manufacturers 
as well as distributors and the con- 
sensus at the conclusion seemed to 
be that it was, indeed, a once-and-for- 
all market evaluation. 

Monday, May Ist 

Presiding at the opening session of 
the 53rd annual NAED convention 
was Bolan H. Boatner, then Eastern 
Region vice president and now presi- 
dent of the association. 

After the National Anthem, the 
invocation and a few welcome words 
of welcome from Detroit’s mayor, 
Louis C. Miriani, Mr. Boatner de- 
livered his own remarks and then 
introduced W. H. Gove, The Bill Gove 
Organization. Gove rendered his audi- 
ence captive with his particularly 
pointed sales humor while driving 
home some telling reminders on what 
selling and service really mean. 

e Honorary Certificates — Outgoing 
president J. A. (Jimmy) Meier 
handled the next part of Monday’s 
program—the awarding of honorary 
life memberships to the following: V. 
A. Elmblad, formerly of Graybar, 
Dallas; Blair F. Moody, formerly of 
WESCO, Boston; John T. Morgan, 
formerly of Charleston Electrical 
Supply, Charleston, W. Va.; L. W. 


Taylor, formerly of Graybar, New 
York; Walter S. Blue, formerly of 
Columbian Electrical Co., Kansas 
City, Mo.; Warren W. Booth, formerly 
of GESCO, Bridgeport; A. C. Lam- 
perti, formerly of Graybar, New York; 
John P. Lawton, formerly of Graybar, 
Seattle; E. A. Phillips, Incandescent 
Supply Co., San Francisco, and J. W 
Saladine, formerly of Electrical Sup- 
plies, Inc., Hartford. 

After an inspiring talk by Dr. Ken- 
neth McFarland, outgoing president 
Meier wound up the opening session 

His subject was electrical dis- 
tributing progress—and the price of 
it. Said Meier: “. . . Our association 
as an alert, aggressive organization— 
constantly reviews itself and makes 
changes in order to suggest to you that 
this industry and the firms comprising 
it could benefit by doing likewise . . . 

“In his book . . . ‘Marketing Elec- 
trical Apparatus and Supplies,’ Pro- 
fessor E. H. Lewis wrote this about 
the future of the electrical distributor: 
‘The market position of the electrical 
distributor will not be in jeopardy pro- 
vided he adopts a philosophy which 
will permit him to operate effectively 
as a wholesaler. He must make some 
choices . . . The days of easy whole- 
sale profits are over, but profitable 
wholesaling is a basic and continuing 
need in the electrical industry. Further 
effort and inquiry are necessary to 
develop ways by which the wholesaler 
can adapt his operations to the changes 
which are constantly occurring in the 
market. This is the challenge facing 
the electrical distributor. It can be 
met only by improving wholesale 
management practices. Here Mr. 
Meier ended quoting and continued. 

! 
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About NAED’s New President... 


BOLAN H. BOATNER, president of the Westinghouse Electric 
Supply Co. since February, 1959, joined the company at East 
Pittsburgh in July, 1928, serving in several capacities there, in 
Sharon, Pa. and Atlanta. Four years later, he transferred to 
WESCO and was assigned to Miami, Jacksonville and Tampa. 
Following WWII—during which he rose from lieutenant to major 
in 3 years—Mr. Boatner was appointed district a&s manager of 


WESCO’s Northwestern 


district. In 


1957, he was named vice 


president and general manager with headquarters in Pittsburgh. 
On February 6, 1959, he was made president of WESCO. A native 
of Marietta, Ga., he was graduated from Georgia Institute of 
Technology, with a B.S. degree in Electrical Engineering. 


New Regional Emphasis 


“The conclusion reached by Pro- 
fessor Lewis . . . can be summed up 
as follows: ‘Full-Functioning Distribu- 
tion is the Key to Effective Marketing.’ 
[his is not only the theme for the 
53rd Annual Convention—it is the 
basic philosophy of the National As- 
sociation of Electrical Distributors . . . 

. we must be willing to listen, 
learn and pay attention to the things 
that will make a better industry and 
thus a better business for all of us— 
and, at the same time, be willing to 
change our operations and organiza- 
tions if that is required in meeting 
the challenge of providing . . . effec- 
tive distribution of electrical products 


” 


Tuesday, May 2nd 

Under the direction of Central 
Region vice president C. E. Butler, 
Jr., the 53rd convention resumed with 
the first speaker, R. J. Eggert, mar- 
keting research manager, Ford Div., 
Ford Motor Co. 

He was followed by Norman D. 
Ferguson, vice president of district 
nine and chairman of the marketing 
committee, National Electrical Con- 
tractors Association. 

e Provocative Subject—In his ad- 
dress, ‘““The Greatest Salespower,” Mr. 
Ferguson presented a strong case for 
“unlocking and unleashing” contractor 
salespower, which he termed the great- 
est since “. 15,000 electrical con- 
tractors are on the customer’s premises 
at the point of sale more often than 
any other industry representatives . . . 

Ane 2,300 distributors employ 
about 15,000 salesmen who sell an- 
nually about $4 billion worth of ap- 
paratus and supplies. But . . . do your 
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salesmen really sell that much busi- 
ness, or are they as guilty as the con- 
tractor who is always the low bidder 


and sells nothing but a cheap price? 


He explained what NECA has al- 
ready done, and is planning to do, 
through its market training program 
designed to train contractor personnel 
in how-to-sell and what-to-sell effec- 
tively. 

e Tender Topics Mr. Ferguson 
touched briefly on two ever-interesting 
subjects. 

On ethics: Let’s both stop peddling 
and chiseling quotations . . . it takes 
two to chisel . . . Let’s both apply the 
golden rule .. .: I'll treat your bid as 
I'd like you to treat mine.” 

On credit: . . . “Distributors should 
not be in either the banking business 
or the contracting business. A dis- 
tributor who is too lenient with credit 
invariably gets into both the banking 
and the contracting business . . . re- 
ward the contractor who pays his bills 
by giving him his cash discount, but 
please send the habitual 90-days-over- 
due contractor to the bank!” 

The remainder of the Tuesday 
morning session was presided over by 
K. P. Rehwaldt, vice president, West- 
ern Region, who—after his own re- 
marks, introduced R. H. Jones, gen- 
eral manager, General Electric Supply 
Co. (see page 71.) 

Mr. Jones’ talk, “Some Reasons for 
the ‘High Costs of Distribution’,” 
suggested that “the distributor has 
been loaded with new and larger costs 
both by his suppliers and by his cus- 
tomers—and that perhaps all partners 
in our industry have a responsibility 
(for them).” 


Wednesday, May 3rd 

The final convention session was 
chairmanned by outgoing Southern 
Region Vice President T. C. Tread- 
way, Jr. Following his remarks the 
report of NAED’s Finance Committee 
was given by John M. Newton, Sr. 

First speaker of the morning was 
Robert F. Baldwin, president, Bald- 
win-Hall Co., Syracuse, N. Y. His 
talk, “Planning for the Future,” posed 
many questions and suggested many 
answers to his fellow distributors on 
the vital subject. 

He was followed by two speakers 
on electric heat, Stanley B. Aronson, 
chairman, electric comfort heating 
equipment section, NEMA and A. 
Denton Matteson, member, electric 
heating committee, NAED (see pages 
62 and 63). 

In his report of the distribution re- 
search committee, chairman S. V 
Reiss unveiled a new statistical report- 
ing service to come from—and be 
used by—-NAED members. The serv- 
ice—at first to be confined to sales 
alone—will be based on surveys in the 
30 to 33 NEMA trading areas. 

Mr. Reiss pointed out “ 
aim of this new service, primarily, 
is to aid members of the association 
in solving their marketing and manage- 
ment problems by properly evaluating 
their own competitive positions in their 
respective areas. . . . For too long we 
have operated in... a vacuum with 
respect to important industry statis- 
tics. lacs 

Windup speaker for the final ses- 
sion, and the convention, was Execu- 
tive Director Arthur W. Hooper. For 
details of his report and talks of many 
other speakers, turn to page 62. 
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NAED Convention Report (cont.) 


Camera Views of the 53rd Convention 





“THIS FISH got away,” P. A. Lar rWO DISTRIBUTORS discuss business with 
moyeaux, Sr., seems to be saying to Lee Parker Finch (right). They are B. Merritt (/eft) 
Edwards and P. R. Fogleman. and George E. Wilkinson 


DYN A MIC speaker W. H. Gove (ahove) 
emphasizes point in selling techniques 
\t right, former President J. A. Meier 
presents honorary life membership cer 
tificates to Warren Booth, and to R. B 
Sayre, who accepted for Graybar person 
nel. At left is President B. H. Boatner 





FLANKED by manufacturer's men is 
Ted Lauer of Rumsey Electric Co., Phil- 
adelphia. At Bryant Electric’s booth in 
the conference center of Cobo Hall are 
Bill Milligan (/eft) and Bill Rankin 


MIDWESTERN distributors meet in front 
of registration desk. They are W. W. Metz- 
enthin (/eft) and Russell Peck. 


ne cam 


IN BOOTH (left to right) are H. F. Reichardt 
L. A. Goodwin, P. J. Sullivan, Earl P. Edgley 
H. J. Fonda and J. A Watkinson 


4 GOOD GROUP of the two NAED-Harvard course students 


get together for class reunion outside Detroit's Cobo Hall 
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What Conventioneers Heard 


“We can keep this business where it belongs. . .”’ 


Stanley B. Aronson, Chmn., Electric Comfort Heating Section, NEMA 


‘ELECTRIC HEATING has 
to be one of the largest profit items 
that the electrical distributor has seen 
in many years. Its potential is limited 
only by the imagination of the people 
in the industry. In areas of 
the country where electric heating is 
firmly established, the 
tributors are enjoying very large vol- 


proven 


several 


electrical dis- 


ume business. 

“There is, on the horizon, a dark 
spot that is bothering those of us who 
are most interested in the sales and 
distribution of electric heating. It ap- 
pears, that in some instances, the elec- 
trical distributor is in jeopardy of 
losing this business. Inroads are being 
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made by the hydronic and warm air 
manufacturers who are attempting to 
capitalize on this market with the in- 
troduction of electric furnaces and 
electric warm air handling equipment. 
Some of these manufacturers have 
complete lines of electric heating 
equipment such as convector base- 
boards, radiant ceiling panels and 
even heating cable. 

“Many of these manufacturers, 
whose names are very well recognized 
at the consumer level, have franchis- 
ed dealers throughout the country. 
These dealers can serve as a double 
edged sword in the hands of these 
manufacturers. By having the equip- 
ment available, they can give electric 
heating the kiss of death by condemn- 
ing electric but being willing to sell it 
if the customer demands it. 

“On the other side of the sword, 
these dealers can operate in areas 
where electric heating is established 
because they generally have estab- 
lished stores in the main traffic areas. 
They can demonstrate and promote 
their equipment and they will tena- 
ciously follow leads and may possibly 
do a better selling job than their 
counterparts in the electrical trade 

“This activity could possibly go. . 
unnoticed except that these large hy- 
dronic and warm air manufacturers 
are finding aid and comfort from 
several major utilities in the country 
Some of these utilities, who are 
gressively promoting electric heat, are 
working closely with the franchised 
wet heat and warm air dealer be- 
cause they find he will tenaciously 
follow through and back up their pro- 
motions whereas they do not get too 
much cooperation from the electrical 
contractor. 

“As recently as two months ago, a 
huge furnace festival was sponsored 
bv Indiana and Michigan Electric Co. 
which consisted of a caravan demon- 
strating this type of equinment and 
traveling from town to town. None 
of this equipment is basically avail- 
able to the ordinary electrical supply 
company. There are other instances 
of the same type of activity and co- 
operation by major utilities on a 
in various parts of the 


ag- 


lesser scale 
country. 


“A secondary threat to your estab- 


markets comes from these 
same manufacturers who generally 
are close to the building trade, having 
supplied them for years with conven- 
tional type heating. 

“The members of the Electric Com- 
fort Heating Equipment Section of the 
National Electrical Manufacturers As- 
sociation have been aware of this 
situation and are very much concern- 
ed over it. They have alerted both 
the National Electrical Contractors As- 
sociation and the National Associa- 
tion of Electrical Distributors to the 
problem. Steps are being taken for a 
united effort on the part of those di- 
rectly concerned with the future of 
the electrical industry to counteract 
this trend. 

“Your Electric Heating Committee 
has studied this problem very thor- 
oughly and they have outlined an ag- 
gressive program for action so as to 
keep this business where it belongs 
in the hands of the electrical 
distributor. 


lished 


“As Chairman of the Electric Com- 
fort Heating Equipment Section of the 
National Electrical Manufacturers As- 
sociation, I have called a meeting of 
our section for next week at which 
time we are inviting members of your 
committee to further confer with us 
and we will establish a liaison group 
of manufacturers to work with the 
heating committee of the National As- 
sociation of Electrical Distributors. 
We are certain that with our joint 
efforts, we can keep this business 
where it belongs.” 


CONTINUED 











FROM CLARK 


NEMA 12 SAFETY 
COMBINATION 
SELES 
THREE EXCLUSIVE 
FEATURES 











Safety fusible combination starters are gaining wide interest throughout industry 


new Clark line offers these important features: 
@ New Clark-built visible blade disconnect switch with double- break, 
silver-alloy to silver-alloy contact surfaces 
@ Disconnect switch accommodates NEC or the new Class J Current 
Limiting fuses 
@ 7o simplify installation, complete unit can be removed from enc/osure 
n seconds with no disassembly of handle mechanism 
New Clark Safety Starters offer non-teaseable, snap-ac 
design permits only authorized persons to open c when sw 
the door is open. Dust-tight operation is assured by interlock which requires 
closed and door tightiy latched before disconnect switch is operable 
These Clark Safety Fusible mbination Starters are available with interchangeable fuse [ 
to accommodate a full range of fuses, and are offered with famous Clark “CY” Contactors in size 
0, 1, and 2. Designed for NEMA 12 (industrial) service, they also are suitable for NEMA 5 (dust-tight 


applications. For information, call the nearest Clark distributor or sales office, or write 


THE | \ RK CONTROLLER COMPANY 


MAIN PLANT: CLEVELAND, 10 « WESTERN PLANT: LOS ANGELES, 58 
IN CANADA: CANADIAN CONTROLLERS, LIMITED, TORONTO, ONT 
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“We can lose the electric heat ball... .’ 


4 


A. Denton Matteson, Electric Heating Committee, NAED 


“YOUR NAED Electric Heating Com- 
mittee has met recently and discussed 
thoroughly the problem which has 
just been described very ably by 
Stanley Aronson page 62). 
Agreement that the potentialities of 
this problem are alarming was general 
with all members of the committee. 
Pnere other problems 
facing us on the horizon in our efforts 
to move forward with an Electric 
Heating Program, but these are more 
the types of problems we are plagued 
facing in other 
business, so we will 
with 


(see 


are also 


used to 
our 
find a 


with and 
phases ot 
probably way to deal 
them. 

“The really alarming part of the 
dark blot mentioned by Stan Aronson 
is that we could have the ball snatched 
from our hands and we will then have 
no need to solve the other problems 
since we will be left high and dry, 
and out of the electric heating busi- 
ness while the furnace dealer will go 
on for a touchdown! 

“Coming up with an answer is not 
easy. It never There is no mir- 
formula—nothing that hasn't 
been tried before. The answer will be 
ourselves to the 
other phases of 


was. 


acle 


found in dedicating 
task as we have in 
the business. 

“If we are talking about the great- 
est potential for our industry that has 
come many years, then let’s 
treat it like it is important to us. Let 
treat it so the door will be left 


along for 


us not 
open 
that we do want 


Let us assume 


the business willing to do 
than wait 
this 


a plan 


and are 
other 
the door. In 
event the felt that 
should be developed by each distrib 

that will fit his particular area 

‘ircumst Many of 


n electric heating 


omething about it 
for it to walk in 


committee 


nces you may 


program 


in which case you mav want to 


part of it carefully to 
the test, 
] 


Standing namely 
uu daily closer to 


could 
in making a list 


such a 


felt that we 


program 
ol positive ideas 


nothing new or. startling 


list, and 


| 


Ou may de 


ibout the S quite possible 


able to make a_ better 
what we 
that you find 


all of the ideas presented here worth 


st yourself. This is suggest 


do, and if you any ol 
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while you may want to fit them into 
your program. 

“In short, the committee felt that 
it was impossible for us to build a 
fence around this business and claim 
it for our own. There is no way we 
prevent legitimate competition 
from entering the picture, but by 
actually working the plan, we can 
make it a pretty tough assignment for 
our competition to edge in 

“Here’s a checklist for 
electric heat sales program: 

1. Handle carefully selected qual- 

ity lines with a distribution pat- 

tern you approve, not only in your 


can 


your own 


y % 


Vals 
att 


immediate but elsewhere. If 
they by-pass the distributor in some 
assurance that 
exception 
well 


area 


areas, there is no 
you will always be an 
Know factory 
and know their policy well. 

2. Appoint someone in your or- 
ganization as an electric heating 
specialist, even if it is only a part 
This assignment 


can always be enlarged as the in- 


your sources 


time assignment 
crease in business justifies it 

3. Hold electric heating meetings 
with contractor and 
customers We tied to the 
contractor so we must Impress him 


your dealet 


are 


with the importance of the work 
and the benefits for him. This is 
of major importance. 

4. Use consumer advertising 
through the contractor, particularly 
the small contractor. 

5. Work closely with the utilities 
and REA’s and be sure the Power 
Use Advisor in these companies is 
being contacted regularly. 

6. Train your own salesmen to fig 
ure jobs and educate them on the 
importance and potential of elec- 
trical heating. 

7. Hold a salesman promotion in 
the fall of the year. Consider an 
incentive program for them 
trolled by the distributor, not the 
manufacturer. 

8. Carry adequate stocks and ad- 
vertise this fact to your customers 
9. Set up a service procedure that 
will assure prompt follow-up of 
complaints and see that satisfactory 
adjustments are made. 

10. Maintain a good display room. 
Have a plan for contractors and 
power suppliers to obtain displays 
on a reasonable basis. 

11. Get as much exposure at the 
consumer level as _ possible—such 
as at Home Shows, etc. 

12. Have salesmen carry samples, 
expose contractors to new prod- 
ucts, techniques, etc 

13. Advertise via direct mail, pho- 
tograph installations and use good 
sell others. 

14. Use industry films at civic 
meetings as well as at training 
meetings for contractors. 

15. Make everyone connected with 
the program familiar with the ad- 
vantages of heating electrically, 


and use them as sales tools in sell- 


con- 


jobs to 


ing every job 
16. Set up a fair price schedule 
for all with a reason 
able profit margin and follow the 
schedule. 
17. Offer 
service. 
18. Maintain a regular contact 
with builders and architects 
19. More consumer education. 
20. Set up your communications so 
that there is a constant flow of 
information between manufacturer, 
distributor, power supplier and 
contractor. A breakdown anywhere 
along this line can bottleneck the 
program for you. 
“These are some 
that can be helpful. I am sure not 
all of them are workable for every 
one. Each company will have to set 
up a program tailor made for your 
own organization. Make up your pro 
gram. It will be different no doubt, 


concerned 


contractors free layout 


positive points 
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Jack Kenny Wins LOOK Contractor Award 
for residential wiring promotion 


Uses Murray 
GUARANTEED FOR LIFE 


Sales Aids to Help 
Boost Rewiring Sales 


Jack Kenny is being congratt c t t ng Isiand Lighting 
Chairman of Residentia ; rou at Niring Bureau and Al 
imbo, Long Island 


2 LOOK award 


For outstanding performance among electrical cor The “satisfier’” used by Jack Kenny was Murray’s 


tractors in promoting residential wiring.” guaranteed for life, MP fully magnetic circuit breakers 


. , The Murray GFL Certificate ssented to the home- 
So reads the citation presented by LOOK ein The ur? iy iF] ertificate presented t he hon 


N maprazine -. 7 
aa » = : owner, when the installation was completed, convinced 
to Jack Kenny, President of K. J. Kenny, electrical con 


. ; hd ‘ ; him that he had made a wise decision and a satisfied 
tractors in Mineola, N. Y. Jack’s promotional efforts to ee a 3 De ; FE? 
, ‘ : customer is still the best advertisement for an electrical 

alert home owners to the need for adequate wiring to 
’ . . r , . contractor. 
handle today’s appliance loads paid off in increased sale a 
Murray promotional literature, particularly our popu- 
successful f ila used by Jack Kenny wa lar consumer stuffer, played an important part in helping 
Sell and Satisfy.” Find out which Jack Kenny sell adequate wiring to his many prospects. 
homes are still using low amp service; sell the home- Why not find out how you can cash in on the Murray 
owner through informative, hard-hitting direct mail and Guaranteed for Life promotion program to build busi 
personal follow up; then satisfy him with a sound, high ness, profits and prestige. See your Murray wholesale 
quality installation. today, or write directly to our GFL Merchandising Dep’t 


\ MURRAY MANUFACTURING CORPORATION 


1250 Atlantic Ave., Brooklyn 16, N.Y. 


Survey: Dave Edwards makes periodic Sell: Frequent direct mailing of Murray Satisfy: Al Northup, right, is pleased with his 
survey of homes with 30 amp service GFL promotion material to prospective load center with Murray's ‘‘ 
to build prospect list customers sells them on the benefits circuit breakers 

of adequate wiring 


suaranteed for lL 
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and perhaps better than mine. When 
you get your list complete make your- 
self a firm promise that you will use 
it. Fit the ideas into a plan of action. 

“Planned action will always achieve 
results. Don’t knock it if you haven't 
tried an aggressive electric heating 
program. Surely, there are a few 
positive that every distributor 
can fit into a plan. If only one idea 
appeals to you—use it! Cast your vote 


ideas 


“‘What happens to the business, if . . .7 


in favor of ‘Wholesale Distribution— 
the Key to Effective Marketing.’ Vote 
for your favorite electrical distributor, 
vote for greater growth for your 
firm and for larger profits for your- 
self, and before you leave here today 
make a firm commitment to yourself 
to set up a plan and follow it. 
“We cannot build our businesses or 
our industry with negative reactions, 
so don’t knock it—please try it!” 


- Led 


R. F. Baldwin, president, Baldwin-Hall Co., Syracuse, N.Y. 


“IT IS a rare day that each of us does 
not think and plan for the future of 
our business. We are constantly re- 
minded that we must improve our 
methods of 
salesmen to reduce expenses, 
tighten credits, stop giving away our 
profits, expand, and investigate new 
lines. In making our plans for the 
future, we always include ourselves 

. (but): 

e “How many of us have given 
serious thought to the future of our 


doing business, get out 
sell, 


business if we were not there? 

e “How many of us are manag- 
ing in order to perpetuate our busi- 
ness with or without us? 

e “How many of us realize what 
can happen to a successful, well-run 
business without proper estate plan- 
ning? 

e “Do I have capable people to 
take over my business if something 
happens to me? 

e “Do I have a good will—to do 
the best with my assets for my family 
and the perpetuation of my business? 

e “Do I have good counsel to 
advise me of today’s problems as well 
as the future? 

e “What is my business worth for 
inheritance tax purposes and do I 
have available to pay these 
taxes? 


cash 
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e “Could I sell my business? 

“These were some of the opening 
remarks and questions I made at the 
Workshop Session ‘Managing for the 
Future’ held at the Eastern Regional 
Meeting of NAED in Atlantic City 
last August. 

“From the discussions that follow- 
ed it was evident that little thought 
had been given by the owners of elec- 
trical distributorships on what would 
happen to their businesses if some- 
thing should happen to them 

“At this time I stated that the prin- 
cipals of these distributorships will 
average 60 years of age. The answers 
to the questionnaire sent you 
proved this figure wrong. The aver- 
age age of top management was 
48 years. Assuming that the owner is 
20 years older than his son or other 
key people, this makes the average 
age 68 years. What will happen to 
these businesses in the next ten years? 

“The chain electrical distributor, 
who is either part of a public cor- 
poration or employee owned, does 
not have the problem of the independ- 
ently owned distributor. The loss of 
one or many men does not create a 
problem of perpetuating these busi- 
nesses, but the loss of an owner of 
an independent who has not planned 
for the future, may cause that busi- 
ness to no longer exist. 

“The perpetuation of the independ- 
ent electrical distributor is a major 
problem to the electrical manufac- 
turer. A few of them have recognized 
this and have made it their business 
to learn if their distributors are to be 
perpetuated, and in many cases, have 
either changed or added distribution. 

“Referring again to the question- 
naires sent you, 89 companies re- 
plied. In answer to Question Number 
1—How many of your manufacturers 
(top executives) have approached 
your company in the past two years 
to go over in detail and offer sugges- 
tions on the plans your company has 
for the distribution of their line of 
products?—the average was 1.95 calls 
per distributor. 


“Question Number 2. How many 
of your manufacturers (top execu- 
tives) have approached your company 
in the past two years to confide in 
you the plans they have for their 
company and the role your company 
will play in these plans? The average 
was 1.33 calls per distributor. 

“Question Number 5. Do you think 
that the manufacturers have just as 
much of a stake in the perpetuation 
of your business as you do? The an- 
swer—78 Yes, 6 No, 5 No answer. 

“I would like to read from one of 
these questionnaires whose author is 
unknown and perhaps has the answer. 

“‘Concerning items 1, 2 and 5 my 
feelings are all best summed up by 
relating an old story concerning a va- 
cationist who hired a hunting dog at 
$5 per day. The dog’s name was 
‘Junior Salesman’. The dog was well 
worth $5 fee because the vacationist 
was able to bag some game. 

“*The following year the vacation- 
ist asked for the same dog. He was 
told that the dog was available, but 
the price was now $10 a day because 
he had proved to be such a fine hunt- 
ing dog. The fee was paid and again 
the vacationist was happy with the 
results gained from using the dog now 
known as ‘Salesman.’ 

“*The next year our friend again 
asked for the same dog and was in- 
formed that since the dog’s name had 
been changed to ‘Salesmanager’ he was 
worthless because all he did all day 
was to sit on his fanny and growl. 

‘We hear a lot of growling and 
barking but seldom do we see any of 
the top brass.’ 

“The results from Question Num- 
ber 3 asking for percentages of net 
profits on sales and invested capital 
were not conclusive due to the small 
sampling. These were the results: 


SALES 


1.48% 
1.54% 
1.49% 


1958 
1959 
1960 


INVESTED CAPITAL 


1958 
1959 
1960 


6.7% 
7.3% 
6.74% 


“These figures were not, for the 
year 1960, available from either 
NAED or Dun & Bradstreet. How- 
ever, Dun & Bradstreet stated the 
average earnings for the past 5 years 
were 1.32% of sales and 4.96% of 
net worth. 1960 sales decreased 2% 
so earnings must be on an average 
less. 

“Question Number 6. What steps 
can the manufacturer take now to 
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In 1858, the first Atlantic 


Cables were insulated with : Today, Bishop answers industry's 


Bishop Gutta Percha. 
E 


critical demands .. . from the tropics to polar regions. 


This is the world of BISHOP ELECTRICAL INSULATION 


114 years of continuous development and service has established Bishop as a leading producer in the electrical 
insulation field. Bishop’s high standard is maintained in a comprehensive line of plastic and synthetic rub- 


ber tapes, epoxy compounds for cable splicing and special compounds for cable repair. 


Other Bishop Tapes 


Bi-Seal Self Bonding 
Electrical Tape 


Exclusive Bishop polyethlene base tape 

is unexcelled for all-weather application 

in communication and power distribution 

wire and cable splicing. Available in J 

Yo", 3%”, 1”, 1%2”", 2”, widths. 7 ’ VINYL ELECTRICAL TAPE 
< , , 7? No. 1 (.007") and No. 2 (.010 

Superior corona and ozone resistance 

Fuses into solid mass 

Moisture, corrosion and chemical resistant 

High dielectric strength 

Superior aging and weathering 

Long storage life 

Write for catalog or specific data. 


RUBBER TAPE 


BISsSEOF {. 


Manufacturing Corporation, Cedar Grove, Essex County, N.J. \ 
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help plan for the future security of 
your company? This brought various 
These were the most numer- 
ous suggestions to our manufacturers 
in order: 

1. A policy of selective distribution. 
2. Better trained salesmen and better 
training for our salesmen. 

3. A firm price policy. 

4. An obsolete inventory policy. 

5. Discontinuing manufacturer’s and 
agent’s warehouses. 

“Question Number 7. Do you have 
any additional comments to make on 
this subject? May I again quote some 
of the answers? 

**Manufacturers must realize the 
ever-increasing cost of the distributor 
and in place of trying to constantly 
decrease the distributor's margin of 
profit, him (the distributor) a 
margin of profit he can live with and 
make a return on his in- 
vested capital.’ 

‘The doing 
business has been constantly going up 
over the past 15 years. However, with 
few exceptions, our margin of gross 
profit has stayed the same or been 


replies. 


give 
reasonable 


distributor's cost of 


reduced.’ 

“*The other big mistake manufac- 
turers have made in the past 10 or 15 
vears is actually going out and putting 
distributors in business by fi- 
nancing them outright or by putting 
a warehouse stock in every city where 
there more distributors 
The manufacturer’s warehouse stocks 
make a broker out of a lot of 
tributors. Yet, the manufacturers hol- 
ler their heads off that they are not 
making any money. These warehouse 
stocks must cost them millions of dol- 
lars a year to maintain.’ 

“We think the full functioning dis- 
tributor does a more effective and a 
more economical job of warehousing 
and stocking than can any manufac- 
turer. May I again quote? 

“ ‘Many times a manufacturer will 
spend thousands to promote his prod- 
ucts, but fails to properly inform his 
own people of the exact formula for 
its success. By the time we get the 
information handed down and de- 
ciphered two or three times, the pro- 
gram has taken on a complete new 
outlook. Also, too often the manufac- 
turer is looking for immediate move- 
ment on a certain amount of 
and they just add distributors in ter- 
ritories where they already have good 
distribution. They create competition 
for their own customers instead of 
working with the distributor to 
the greatest amount of potential in a 


new 


are five or 


dis- 


goods 


get 


given area.’ 
“Again quoting 


mergers of 


‘The number of 


electrical companies by 


68 


nonelectrical principals scares the hell 
out of me. What will tomorrow’s dis- 
tributor’s policy be with companies 
we have dealt with for years.’ 
“There were many other fine com- 
ments ranging from problems of 
with our government’ 
new 


‘Small Business 
to ‘The discount house is not 
it was created in the electrical busi- 


ness ° 

“What does all this mean? Why 
should the owners of an _ electrical 
distributorship plan for the future and 
perpetuate their business? Why should 
manufacturers be concerned? 

“Referring to Dun & Bradstreet 
comparative ratios for the 
1955-1959 the electrical wholesaler 
made 1.23% of sales and 4.96% of 
tangible net worth. 

“Quoting Dun & Bradstreet—Tan- 
gible net worth represents the equity 


years 


of owners, partners, or stockholders 
in the business, as reflected by the 
figures which results from subtracting 
total liabilities, and then deducting 
such intangibles as goodwill, trade 
marks, patents, copyrights, leaseholds, 
mailing list, treasury stock, organiza- 
tion expenses and underwriting 
count and expenses. 

“*The ratio is obtained by dividing 
net profit after taxes by tangible net 
worth. The modern tendency is to 
look more and more to this ratio, 
rather than to profits—to sales margin, 
as a final criterion of profitability. 
Generally a_ profit-to-worth relation- 
ship of at least 10%, 

objective 
plus funds 


dis- 


is regarded as 
for providing 
for future 


a necessary 
dividends 
growth.’ 
“Let us compare facts. In 
industry did $3.3 billion and in 


$3.8 billion 15% 


1950 our 
1960 


This is a increase. 


The products we sell have increased 
65% in cost in the same 10 years 
and our operating expenses 114%. 
If you don’t believe this, check your 
own payroll and purchase records. 
Have you, as an owner, taken 114% 
raise in salary? I haven’t. This means 
that to most of us our business is in 
better shape than we are. This is 
where the owner needs the best ad- 
visors to help protect his interest, plan 
his estate and to perpetuate his busi- 
ness. 

“If it were possible to convert your 
business into cash, would you invest 
it back into the electrical business, or 
would you invest it in any business 
with a 5 year record of 4.96% of in- 
vested capital? 

“With the profit structure that ex- 
ists in the electrical business today 
we cannot grow. Inflation has forced 
us to have less physical inventory at 
greater dollar investment with 
and less profits and greater increase 
in Operating expenses. 

“More manufacturers are taking 
large orders and OEM business di- 
rect. Perhaps this is the reason our 
industry shows only a 15% gain in 
10 years. Those who want the 
tributor to remain in business—grow 

perpetuate his business for the fu- 
ture and perform as a _ distributor 
should—must learn first hand the 
problems of the distributor. This can- 
not be done by the regular men who 
are looking for an order. Top brass 
has got to learn at first hand 
problems 

“Now, what new capital will be in- 
vested in electrical wholesaling as 
conditions exist? What will happen in 
the next 10 years to those already in 
business? Look at the independent 
food retailer. Where did he go? 

“I cannot help mention the Phila- 
delphia Story. This proves that top 
brass of the giants of our industry 
certainly don’t know what their own 
companies are doing and it indicates 
the problems of their distributors are 
farthest from their minds. 

“I quote from an editorial in the 
Wall Street Journal, December 12, 
1960—‘What sort of pressures, by 
design or circumstances, would push 
men in such positions to such actions? 
Too much pressure to ‘to get out and 
sell’? An_ ill-advised system of re- 
wards, either in commissions or pro- 
motions, that unconsciously pushes a 
man to reach farther and farther, 
until soon he has gone too far? These 
questions go to the nature of basic 
management policies. 

“*And so, too, do the questions 
about how this sort of thing can hap- 
pen without the awareness of the men 


less 


dis- 


our 
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HE AMPROBE RS-3 is the only five current ranges from 0 to 300 
T pocket-sized, snap-around test amps, and a resistance scale with a 
instrument that measures voltage mid-range reading of 25 ohms. The 
amperage and resistance. Designed readings are taken from a rotary 
for one-hand operation, the RS-3 ac scale...it reveals only one range at 
curately locates opens and shorts, a time to increase reading speed, 
sets overload relays, balances loads, minimize chance of error. The Rs-3 
determines low- or high-voltage con comes complete with test leads, ohm 
ditions...in fact, it handles up to’ meter attachment, genuine cowhide 
99° of all your customers’ test needs! leather carrying case, and a one 
The rugged, lightweight AMPROBE year guarantee against defects in . 
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who have the final responsibility for 
the affairs of a company, its chair- 
man, president and directors. It ts one 
thing to realize that the men at the 
top cannot possibly keep track of 
everything, but it is something else to 
they should not be aware of 
something so widespread and so long- 
continued. 

““This is, plainly, no trivial case 
And its importance goes beyond the 
fact that some companies and 
individuals violated the 
law. The court will take care of that 
But the questions of ethics and re- 
sponsible management cannot be 
evaded by these companies, or by 
others whose conduct affects the good 
name of the whole business com- 
munity.” 

“The perpetuation of the electrical 
distributorship can only be accom- 


Say 


mere 


some have 


“Why the high costs of distribution? .. . 
R. H. Jones, Gen. Mgr., General Electric Supply Co. 


IT IS generally conceded that 
the total marketing or distribution 
costs in our economy represent some 
40% of total consumer expenditures 
and about 20% of National 
Product. You are aware that these 
percentages include all the market- 
ing expenses of the manufacturers as 
well as the total the whole- 
salers and the retailers. It is difficult 
to pin down precisely that portion of 
the total involved in moving 
goods from the factories to end users 
that is accounted for by distributors. 
Analyses of the 1958 Census, how- 
ever, seem to indicate that about one- 
fourth of the total marketing or dis- 
tribution costs are involved in whole- 
saling. In other words, all types of 
distributors in this country are appar- 
ently spending something in excess of 
twenty billion dollars per year. 

“Now I’m going to suggest that we 
skip all the usual platitudes . . . Rather 
I'd like to spend the next few minutes 
in an effort to convince you that the 
distributor has been loaded with new 
and larger costs both by his suppliers 
and by his customers—and that per- 
haps all partners in our industry have 
a responsibility for these so-called 
high costs of distribution. 

“It’s never an easy task to prove 
who’s responsible for spending too 
much of the consumer’s dollar. 

“Let’s look first at actions by the 
manufacturers or suppliers that have 
tended to increase distribution costs. 
And here we are not challenging the 
propriety nor questioning the need for 
such moves, we seek only to show 


Gross 


costs of 


costs 
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plished by the combined efforts of the 
and the distributor 
We sit here today 


manufacturers 
working together 


in this room as_ friends—manufac- 
turers and distributors—so let’s not 
be afraid to talk over our problems.’ 


4a 


that they raised the distributor cost 
levels. 

“We have seen an ever increasing 
proliferation of models within a line 
In the producer goods area this has 
been new materials, 
new applications, and a host of fea- 
tures. In the consumer goods lines it 
has been accelerated by the addition 
of color and design and again, of 
course, by a _ variety of uses. 
About ten years ago there were some 
15,000 different conduit and cable fit- 
tings and the average distributor kept 
about 500 of the more active items in 
stock. Today there are at least 30,000 
fittings items and the distributor 
should carry a minimum of 1,000 
different numbers. In that same dec- 
ade the number of different switch 
and outlet boxes has almost doubled 
to the present number of about 450. 
Looking at consumer goods, we 
know that there are currently about 
600 models of electric clocks avail- 
able for today’s customers, an assort- 
ment just double that of five years 
ago. We used to carry one food mixer 

now we have to stock a portable 
mixer as well as the stand type—and 
in about three or four colors as well 
as the standard white. And so it goes 
in line after line of products. 

“We have done enough work in the 
field of distribution cost accounting to 
know that our costs vary almost di- 
rectly in proportion to the number 
of different items appearing on an in- 
invoice. It follows, therefore, that the 
more items a distributor offers for 
sale, the more invoice lines he must 


occasioned by 


process to obtain a comparable sales 
volume. I do not deny that additions 
to product scope result in some ex- 
pansion in overall sales volume, but 
I can assure you that total consumer 
expenditures have by no stretch of the 
imagination kept pace with the ever 
increasing number of products com- 
peting for these dollars. Not only have 
order processing costs increased as 
a result of this attempt to attain mar- 
ket saturation by purchasing—ware 
housing and transportation costs have 
increased as well 

“A second action by the manufac- 
turer—that is directly related to the 
first—in the result it has on distribu- 
tion costs is the rate of 
introduction of entirely new products 

not just additional models within a 
line but entirely new items. An ex- 
ample might be the electric can open- 
er—a relatively new product. Again 
let me hasten to add that the distribu- 
tor appreciates the importance of such 
introductions. He should — for last 
year he sold 1,320,000 electric can 
openers. Or look at the host of new 
transistors or rectifiers or air purifiers 


accelerated 


and so on and so on 

“Of course, this more rapid rate of 
product introduction stemming from 
our steadily improving technology has 
also sharply boosted the rate of pro- 
obsolescence. In recent years 
the distributor has been faced with 
much more substantial write-downs 
for the obsolescence of his stocks than 
he encountered in earlier times 

“Another program that has tended 
to raise the overall level of distribu- 
tion costs has been the further spread- 
ing of the practice of multiple fran- 
chising as each manufacturer has 
sought to improve his share of the 
market. Much has been said and 
wiitten on the advantages and evils 
of either exclusive or selective or 
multiple franchising. It is not our in- 
tent here to open this Pandora’s box: 
rather we wish to make just this one 
point in the area of economics. Each 
distributor of a given brand name 
has his own clientele of smaller ac- 
counts, but all of such distributors 
tend to call on the same major cus- 
tomers—thus resulting in uneconomic 
and costly duplicate coverage. 

“A further area in which the sup- 
plier can increase distribution costs. 
often unwittingly, is the method of 
packaging. Great strides have been 
made in making packaging not only 
serviceable, but also attractive to the 
buying public. But further progress 
can be achieved if the manufacturer 
considers the problems of the reseller. 
Let me cite some specific examples 
from 1960 experience to illustrate my 


duct 
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point. Until called to the attention of 
the manufacturer, electric skillets and 
packaged separately, thus 
making it necessary for the reseller to 
select two items and package them to- 
gether to complete a single sale. In 
the another appliance, the 
package exceeded the girth limitation 
of Parcel Post by three inches. In 
discussions with the manufacturer a 
simple re-design of the packaging 
brought the item within Parcel Post 
limitations and further saved the man- 
ufacturer $30,000 a year in container 
There many items where 
standard quantitites per container 
may be and feasible for the 
manufacturer but they bear no relation 
to the quantities normally sold by the 
reseller. Cooperative efforts between 
manufacturer and distributor could 
lead to lower distribution costs 

“Confusion of multitudinous terms 
and conditions of sale quoted by man- 
ufacturers represent yet another way 
in which the suppliers often add to 
distribution costs. For example, freight 
terms are too infrequently expressed 
in the distributor’s language. Freight 
allowance terms may be stated in 
pounds whereas the distributor thinks 
in terms of dollars or units and must 
make necessary conversions. Or 
freight terms may state ‘deliveries to 
railhead’ which may or may not be 
near job site thus requiring lengthy 
explanations to customers on project 
jobs. So much has already been said 
by our industry on the limitless var- 
ieties of cash discount terms and the 
resulting complexities that nothing 
need be added here. 

“There can be little question that 
levels of mechanization 
and automation in our nation’s fac- 
tories have manufacturing 
costs. Yet, these activities have often 
increased the cost of distributing the 
plants. In order to 
achieve the maximum benefits from 
automation, we have tended to con- 
centrate the manufacture of a given 
product in a single plant thereby in- 
creasing unit output, rather than have 


lids were 


case of 


costs. are 


correct 


increasing 


reduced 


output of such 


such manufacture spread out over a 
number of regional plants. Thus, while 
we have been enhancing production 
efficiency, we have been increasing 
the geographic distances from distri- 
bution, extending lead times with the 
resultant requirements of larger stocks 
and increased transportation expendi- 
tures for resellers. 

“At this point we might make an 
another way in 
which mechanization may have _in- 
the the 
sumer’s dollar going into distribution 


observation as to 


creased percentage of con- 


costs. Automation of the factories has 
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given the manufacturer an opportuni- 
ty to offset, at least to some degree, 
spiralling wage costs. The distribution 
industry, as one of the service in- 
dustries, by and large, has been re- 
quired to meet these annual rounds 
of wage adjustments but has not had 
the opportunities presented through 
mechanization to offset them. Thus 
it has tended to take a larger share 
of the consumer’s dollar. 

“Many of these actions should be 
under no indictment for they have 
reduced the overall the end 
consumer. A review of certain others, 
however, should prompt suppliers to 
give thought to improved practices. 

“But now let’s look at some recent 
trends and take particular note of 
some actions by our customers that 
have tended to boost distribution costs 
in our economy. 

“It appears that the faster pace at 
which end customers shift their buy- 
ing habits and their product tastes 
have caused the retailer and the con- 
tractor to reduce the size of their 
purchase transaction in order to miti- 
gate their from 
and curtail risks to their capita! 

“T am associated with an electrical 
distributor, a disproportionate share 
of whose total business is in 
projects with the electrical contracting 
industry. Despite this imbalance in 
our business in favor of the large 
project, you will probably be stunned 
to learn that slightly over 50% of 
the number of our documents 


cost to 


losses obsolescence 


large 


are 


all under $30 each. This is rather 
compelling evidence of the trend of 
the retailer or end supplier to shift 
the inventory risk further back in the 
distribution chain. To satisfy the mar- 
ket, today’s distributor must increase 
his inventory risks through carrying 
greater stocks. He must make more 
frequent, smaller, and faster deliver- 
ies. As an example, one department 
store in the Midwest bought from us 
on a weekly basis during 1959 
purchasing from 200 to 500 units at 
a time. Now they buy from us each 
day’s sales on a daily basis and dur- 
ing the peak season they may order 
as much as three times a day 

“One of our contractor customers 
follow the practice of per- 
mitting us to deliver a complete car 
of conduit to a job site. On his most 
recent job he asked us to warehouse 


used to 


the carload of conduit and deliver his 
daily requirements to the job site. 

“This shifting of the inventory re 
sponsibility back to the distributor is 
occasioned not only by the desire of 
the retailer or contractor to 
his risks, but also by the pressures of 
inadequate capital structures. Under- 
financing appears to be increasingly 
prevalent among retailers and other 
customers of distributors. This, too, 
has distribution costs, for 
credit losses sustained by distributors 
have been on the rise. 

“Too many of our customers are 
being financed by the distributor. The 
aging of the receivables of our in- 
dustry has deteriorated thus requir- 
ing a higher investment by the dis- 
tribution industry to support a given 
volume of business. 

“Customers are further increasing 
distribution costs by demanding more 
and more quotation service. It is in- 
creasingly commonplace for purchas- 
ing departments to request three or 
four formal quotations on even the 
smallest purchases. In too many of 
these cases, the customer already 
knows where he will buy and the 
quotations are a mere formality that 
necessarily increase selling costs. Ad- 
mittedly, price is one of the determi- 
nants of value—yet price conscious- 
ness has reached the point where 
many customers seem to know ‘the 
price of everything but the value of 
nothing.’ In this area of quotation 
activity, our entire industry—suppliers, 
distributors and contractors — have 
sharply increased the cost of distribu- 
tion through the practice of repeti- 
tive bidding. Distributors bid and re- 
bid jobs and have been known to 
quote as many as five times on the 
same transaction. 

“Tt appears also that customers are 


reduce 


increased 
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with any others on the market 


Find out for yourself why a Blackhawk means 
faster, better installation from cable entrance 
to meter 


ffer your customers the best 


ip-fitter service entrance head — Just slip it on over conduit 
tighten two set screws. That’s all. Made of corrosion-resistant 
minum. Available in a full range of sizes. 


Insulators — Reinforced, durable, well-rounded porcelain secured 
to metal pipe mounting clamp, galvanized. Pull-off fittings available 
uninsulated. 


Flexible Synroflashing — Made of flexible neoprene to absorb 
vibration. Mast can’t work loose, damage shingles, or cause leaks. 
Won’t rot, peel or crack in any weather. Available for 14%, 1%, 2, 
2% and 3” pipe. 


MouNTING BRACKETS — New combination bracket accommodates 
14%, 1%, 2, 2% and 3” pipe. Available with %” thru bolts or with 
lag screws. 

OrFseT Repucer — Corrosion-resistant aluminum alloy. Fits 144” 
and 114” hubs to a 2” or 24” pipe riser and 2” hub to 3” pipe riser. 


Available as a complete kit or as separate fittings. 


Save time— build your reputation for quality and service — Specify 
B-I when you buy. 
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requiring more and more of the sales- 
man’s time. As our customers de- 
centralize, the salesman must see 
more and more people in an organiza- 
tion—purchasing, maintenance, engi- 
neering—and all at more decentralized 
locations. New products and substitute 
materials cause the customer to re- 
quest more and more information 
from the salesman. 

“We note a tendency for the dis- 
tributor to be saddled with some of 
the customer’s bookkeeping. Many 
now request separate billing for each 
requisition—permit no consolidation 
of requirements. A disturbing number 
of customers are requesting that we 
supply their headquarters with reports 
of purchases made by their individual 
locations. Contractors request us to 
segregate billing by the various jobs 
which they are running. 

“These are but a few examples of 
trends in the marketplace that add to 
of distribution. Many of them 
well tend to reduce the final 
cost of end customer satisfac- 
but we cannot the fact 
they do increase that 


costs 
may 

total 
tion, 


that 


gainsay 
tend to 


“Times are changing for us 


proportion of the total cost allocated 
to the functions of the distributor. 

“Lest anyone should feel that I ab- 
solve the distributor from any respon- 
sibility for increased costs of distribu- 
tion, permit me to make amends. The 
distributor has great opportunities to 
improve his operations through ap- 
plication of developments in the fields 
of communication and data process- 
ing — through use of the relatively 
new disciplines of distribution cost 
accounting — and through increased 
attention to personnel development. 

“In our own organization we have 
handled an increasing number of 
transactions, physical volume, and 
dollar volume in each of the last three 
years with a continually smaller num- 
ber of clerical and warehouse per- 
sonnel. But it will take the under- 
standing and cooperation of all par- 
ticipants in the distribution process 
from suppliers to ultimate users to 
achieve the improvements in efficiency 
which we seek and which are so vital 
if the electrical industry is to com- 
mand an ever-increasing share of the 
customer’s dollar.” 
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A. W. Hooper, Executive Director, NAED 


. IT IS TIME that all of us in the 
electrical distributing industry recog- 
nize the fact that we must use all of 
our intelligence and our capability in 
producing more effective services 
or we will become of less importance 
to our suppliers and our customers. 
We must prove ourselves best, not 
only from an economic standpoint, 
but from a standpoint of service as 
well. 

“The industry became a major part 
of the electrical industry because it 
had the ability and produced the most 
efficient, economical means of moving 
goods from the factory to the user... 

“We have the ability—and the ca- 
pacity—to continue rendering the best, 
most economical distribution 
to the American public. 

“But, there are two weaknesses that 
we must guard against. There are a 
few critics today who say that we 
are less willing to work and put forth 
the effort required to serve expand- 
ing production and markets. Some 
think that we are getting soft and 
flabby. The same critics suggest that 
they must utilize less efficient, less 
experienced channels to move prod- 
ucts to market—not because they 
want to—but because many full- 
functioning distributors are unwilling. 

“The second weakness in our in- 
dustry that needs work—is to erase 
this philosophy that you get some- 


service 
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thing for nothing. The goods and 
services produced by the electrical 
industry cannot continue to be made 
available at ridiculous prices. Sooner 
or later, both the quantity and the 
quality will suffer. 

“Certainly, we realize that the in- 
dustry, by itself, is now wholly re- 
sponsible for these weaknesses. In the 
words of the editor of Midwest In- 
dustry—The law of supply and de- 
mand is still in force. It is an interna- 
tional law and cannot be repealed by 
Congress or any other nation. It says 
that if you don’t produce, you cannot 
demand. It also says that if you are 
not competitive, you will lose your 
security because your demands will 
be supplied by others.’ Mr. Karl Ken- 
nedy, the editor being quoted, goes 
on to tell how foreign imports are 
hurting American industry and will 
eventually mean a lower standard of 
living for the American public. 

“Then, he says this: ‘Much of this 
situation has been brought about under 
the guise of security, which in itself is 
a fleeting and undependable thing. We 
have taught people not to work and 
not to produce. We have told them 
that their government, their union or 
charity will take care of them. 

““*We have encouraged many not to 
work by making unemployment com- 
pensation attractive. We have told 
workers that it was not neces- 


sary to produce by cutting the work 
week. We have discouraged—with old 
age benefits—experienced craftsmen 
and executives. Unions have told 
members not to produce so much as 
it would jeopardize the job security 
of fellow union members. Feather- 
bedding in the railroads and other 
industries is keeping American goods 
and services off the market.’ 
“Mr. Kennedy concludes 
a nation we should recognize this 
trend toward listlessness—and recog- 
nize further that it is time to go to 
work. 
“While 


that—as 


Editor Kennedy’s words 


were directed to our national appear- 
ance, his advice that it is time to go 
to work applies to our industry in a 
very large measure. 

“We all know that when our com- 
panies start bogging down, we can 
stimulate a greater effort by many 
actions—from incentives to reorgan- 
ization. But—how does an industry 
go to work to improve itself? 

“It seems to me that an industry 
can change trends and broaden its 
opportunities if it is willing to change 

change attitudes and programs 

“We all know that by its nature 
practically every organization also has 
a certain amount of rigidity and re- 
sistance to change in the system. 

“Recently, many distributors re- 
ceived a letter from the president of 
a well-known company whose prod- 
ucts are sold through distributors, an- 
nouncing a change in the company’s 
sales program. Let me quote one para- 
graph from this announcement: 

““We are convinced that times are 
changing for us. Being, as we are, 
100% tied up in mutual interest with 
our distributors, we’re also convinced 
that times are changing you, too.’ 

“In our report to your Board of 
Governors on Sunday, we made some 
recommendations for changes in the 
organization and program of NAED 
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ORILL KIT 


Right-angle or straight-on drilling. 

Head swivels 360° . . . locks in any 
position. Right angle high speed for small 
holes ... right angle low speed 

for large holes. 


SAWZALL 


All-purpose, heavy-duty electric 
HACKSAW .. . 37 strokes per 
second ... “plunge cuts” into floors, 
walls, and ceilings . . . needs no 
starting hole. Weighs only 6% Ibs. 
Also available in a 2-speed unit — 
1700 and 2400 SPM. 
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with 
ELECTRICAL 


CONTRACTORS 
everywhere... 


| Here’s why! 


e MILWAUKEE Tools are designed and 
built specifically to meet the needs of the 
contractor. 


Every MILWAUKEE tool is ruggedly 
built to stand heavy-duty use day after 
day . . . to deliver more service-free 
performance . . . last longer. 

Every tool is powered by a heavy-duty 
MILWAUKEE-built motor. 

Inside and out, only the highest quality 
materials are used. Every tool is full 
ball and roller bearing . . . perfectly 
balanced for easier handling. 


These are but a few reasons why 
MILWAUKEE tools are the first choice 
among contractors everywhere. They 

save time and work — help your customers 
do a noticeably better job. Write today 

for complete information and prices. 


Both furnished 
with steel 
carrying case 


MILWAUKEE ELECTRIC TOOL CORPORATION 


5390 WEST STATE STREET 
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that we believe would strengthen the 
association and enable it to meet the 
challenge of a changing, dynamic 
economy with greater skill and effec- 
tiveness. 

“A detailed presentation of these 
suggested changes will be sent to each 
delegate following this convention. 

“Meanwhile, here is a summary of 
them: 


Convention and Regional 
Meetings 


“Consider changing our national 
convention to an annual Congress of 
NAED with attendance limited to 
members only 

“Once each year, we would have 
an annual meeting with the delegates 
and the members from every member- 
firm in the nation encouraged to at- 
tend. 

“During this 
delegates would 
every committee chairman, each of- 
ficer, staff director of specific 
services. It would provide our indus- 
try with an opportunity to review 
trends, policies, rules and regulations 
of the association and the distribut- 
ing industry. We believe that. state- 
ments and resolutions emanating from 
such a meeting would be more 
meaningful and command more at- 
tention. 

“Workshops 


meetings 


the 
from 


annual session 
hear reports 


each 


smaller 
would be scheduled 
topics and agenda planned for 
interest of all members. 

“Consider, for a moment, that our 
membership comprises firms with vari- 
ous interests. 

“First, we have a matter of size 
the smaller firm—-medium and 


and group 
with 


the 


size 
large 
“Second, we 


terested 


have some firms in- 
primarily in the industrial 
market; others in the contractor mar- 
ket—and many interested in both 
We have some firms interested pri- 
marily in electric housewares 

“Third, we have varied interest de- 
pending upon geographical location 
rural market—large city—West coast 

Gulf coast 

“Our meeting could have 
workshops planned that would be of 
interest to the foregoing groups by 
offering subjects on a size, market or 
geographical basis 

“For example; a workshop on the 
problems of operating branches might 
appeal to the larger concerns. 

“A workshop on accounting meth- 
and procedures might appeal to 
the smaller and medium-size firms 


annual 


ods 
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“A workshop on industrial market- 
ing might include a discussion by Dan 
O'Connell (Breed, Abbott & Morgan, 
NAED counsel) on where the craft 
vs. industrial union battle stands—or 
a discussion on the purchasing agents’ 
desire to buy direct and how the dis- 
tributor can meet this challenge. 

“Workshops could be scheduled on 
product fields such as: luminous ceil- 
ings or electric heating or industrial 
electronics. 

“General sessions might include— 
in addition to committee, financial and 
officer reports—special presentations 
on legislative matters—union activi- 
ties—statistical trends, legal matters. 


Regional Meetings 


“The best reason for continuing and 
strengthening the regional meetings is 
the success that such meetings have 
achieved. The April issue of ‘Dun’s 
Review’ tells of a company that dis- 
continued its annual convention in 
favor of regional meetings for this 
reason: ‘One out of every four dis- 
tributors had usually failed to show 
up at the national convention. Those 
who came often went away fired with 
new ideas, but somehow they didn’t 
seem to have either the time or the 
ability to communicate their thoughts 
to their staffs on returning home.’ 

“In the opinion of your staff, NAED 
has the same problem. The manu- 
facturers would be invited by (invita- 
tion) to attend the regional meetings. 


Conference Booths 


“We suggest that a conference 
booth program be set up for each of 
the regional meetings. The conference 
booth serves a useful purpose in pro- 
viding a place where people can meet, 
talk and make dates. It would, in our 
opinion, be even more successful at 
the regional level. 


Staff 


“We suggest that the staff be in- 
creased by the addition of two men-— 
a director of marketing and a director 
of training—as the first step toward a 
more effective association 


Finances 

“We suggest that the reimbursement 
to conventions be eliminated. Frankly. 
we feel that the reimbursement pro- 
gram is an awkward, time-consuming 
clerical task that is antiquated and 
obsolete. We know of no other na- 
tional trade groups that have such a 
program. 


“We believe that this new program 
can be set up with no increase in the 
dues if the reimbursement is elimi- 
nated. Further, we believe that the 
new program would attract additional 
members. 

“The weak brick wall is seldom 
caused by the quality of the brick, but 
by the way in which it is laid and by 
the quality of the mortar that binds 
it. Similarly, the evidences of weak- 
ness in an organization are seldom 
the result of the people involved, but 
rather of the way in which they are 
organized and of the quality of the 
motivations that are supplied as a 
bond. Rather than replace the brick, 
let us re-lay the wall. 

“During this convention, a number 
of speakers have talked about the in- 
terests and responsibilities of the full- 
functioning distributor that extend be- 
yond simply selling, warehousing and 
extending credit. 

“May I conclude this report with 
some additional characteristics—or 
attitudes of the full-functioning dis- 
tributor who is a member of the Na- 
tional Association of Electrical Dis- 
tributors. 

1. It is a firm that is ready, willing 
and able to defend our industry 
against critics. The record of NAED 
over the past 53 years presents clear- 
cut proof of the growing strength, 
effectiveness and great contributions 
made by electrical wholesale distribu- 
tors to our nation and its citizens 
2. It is a firm that has a thirst to learn 
about better ways and means of dis- 
distributing products 
3. It is a firm that shows a recogni- 
tion of the right way to do business 
good products—good _ service 
at fair prices. It is a firm that in its 
daily operation demonstrates its belief 
that the opportunity to earn a satis- 
factorv profit is part of the very spirit 
of a free America. It firm that 
contributes to the overwhelming evi- 
dence to prove that companies with 
excellent profit records do the best 
job for their customers, their em- 
ployees and their communities. 
4. It is a firm that is aware of the 
good things about our business—and 
what it has already contributed to 
the American commerce. 
5. It is a firm that has an 
standing of its competitors. 

“Finally, it is a firm that 
constant ambition to do better. 

“. . This is the type of wholesale 
firm that represents the key to the 
effective marketing of billions of dol- 
lars worth of electrical products 

“This is the type of full-functioning 
distributor that can justify his place 
in our economy. This is the type of 
distributor who belongs to NAED.” 


is a 


under- 


has a 
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Circle’s 
school for 
fe) cele jeledie)a 


men 
means.... 





BETTER WIRE AND CABLE FOR YOU 


It isn’t enough to build cable quality such subjects as extrusion tech- 
in the laboratory. There has to be niques, proper operating speeds, pro- 
follow-through in production. duction line testing procedures, etc. 


And that calls for production men In-plant training such as this is 
who not only care enough but know unusual for wire and cable men. It 
enough to consistently turn out top is one of many reasons, however, 
quality products. why Circle products have achieved 
a reputation for high quality. 

That’s why Circle production men 

“go to school.” Periodically they Next time you buy or specify cable, 
attend lectures given by skilled lab- ask for Circle . . . there’s no finer 
oratory technicians. They review cable made. *Trade Mark 


WIRE & CABLE 


a subsidiary y of 


Cerro Corporation 


RUBBER COVERED WIRE & CABLE + VARNISHED CAMBRIC CABLE + PLASTIC INSULATED CABLE + NEOPRENE SHEATHED CABLE «+ CIRTUBE* EMT 








NAED REPORTS TO INDUSTRY 





“STUDENTS”, gathered on Pocono Manor Inn patio, smile after completing the .. . 


Custom-Course for Credit Men 


NAED's Ist Management Institute on Credit and Collections 
was hailed by Eastern Region ''student'’ members and manufac- 


turers as equal to a six-month's college course. The same three- 


day program will be given soon in the other three NAED regions. 


ORTY-THREE electrical distribu- 

F i: and manufacturer credit man- 
together 

weekend in the latter part of April 
and spent three days in a row from 
7:30 a.m taking apart 
inspecting every conceivable as- 


agers got over a long 


to 9:30 p.m 
and 
pect of the credit and collections func- 
tion of the wholesale 
tribution 


electrical dis- 
business 

They covered in those 
what one “student” later 
was “the equivalent of a 
course in any accredited college.” 
e Eastern Region First—The occa- 
sion was the first of four Credit and 
Collections Management _ Institute 
sponsored by the National 
Electrical Distributors 
and selected manu- 
for mem- 


three days 
remarked 
six-month 


courses 
Association of 
for its members 
facturers. This first course 


78 


ber companies in the Eastern Region 
conducted at Pocono Manor 
Inn, Pocono Manor, Pa., April 13-16. 
The NAED Eastern Region covers 
from New England in the North to 
Virginia in the South to Ohio 

(The same course will be held 
June 22-25, at Rickey’s Studio Inn, 
Palo Alto, Calif., for member com- 
panies in the NAED Western Region; 
September 28-October 1, in Chi- 
cago, for Central Region members; 
November 2-5, in Atlanta, for South- 
ern Region members.) 
e “Weaned” on Credit—The course 
was prepared by the NAED Educa- 
tion Committee under the direction 
of Dr. Harry A. Sprague, Dean of 
the Graduate School of Fairleigh- 
Dickinson University. It was conduc- 
ted by Edward O. Kallmann, 


was 


exe- 


cutive vice president of the Stationers 
and Publishers Board of Trade, New 
York City, and adjunct professor at 
New York’s Pace ¢ ollege. 

Mr. Kallmann is a well-known fig- 
ure in the field of credit who, as one 
member who took the course remark- 
ed, “gives you the feeling that he was 
weaned on credits and collections and 
that his whole life is wrapped around 
1” 

e Snap, Crackle, Pooped—If any of 
the students who attended this first 
NAED Credit and Collections Man- 
agement Institute thought for one mo- 
ment that the program was destined 
“snap course” or simply a 
fundamentals of 
were quickly 
arrived at the 
they were 


to be a 
refresher in the 
credit, their minds 
changed when they 
registration desk. There 
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greeted by an NAED staff representa- 
tive who gave each student: 

e A name identification badge 

e A copy of a 240-page textbook 
on Credits and Collections in Theory 
and Practice. 

e One copy each of five National 
Association of Credit Management 
booklets. 

e A three-ring 
selected articles, reprints, booklets, 
charts, graphs and checklists. (This 
binder (above) supplemented all of the 
lectures and discussions held during 
the three-day institute. The binder 
provides the credit man enrolled in 
the course with approximately 75 of 
the leading articles, studies and re- 
ports on answers to the present-day 
problems in making credit decisions 
and collecting receivables.) 

e A printed program that showed 

a work schedule starting each of the 
three days at breakfast and ending 
after dinner. 
e Full Work Schedule—This East- 
ern Region Credit and Collections 
Management Institute started (as it 
will in the other three regions where 
it is to be conducted) on a Thursday 
evening and ended on Sunday after- 
noon. In between was WORK. 

The credit men—and two ladies— 
met alternately in small-group semi- 
nar discussion sessions presided over 
by member discussion leader and at 
full-group classroom sessions presided 
over by Mr. Kallmann. At these ten 
classroom and four seminar sessions, 
the credit managers probed, dissected 
and came up with answers to: 


binder containing 
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e Organization and Function of 
the Credit Department— including its 
relation to other departments; person- 
nel; system of handling orders; credit 
limits 

e Factors in Appraising a Risk— 
including company policy; analysis of 
credit factors; character, capacity and 
capital. 

e Credit 


including 
such factors to watch for as the type 
of business solicited; legal composi- 
tion; record of owners; financial posi- 


Investigations 


tion. 

e Legal Aspects in Managing Cred- 
it—including fraud prevention. 

e Sources of Credit Information— 
how to use the available; 
what to watch for. 

e Financial Statement Analysis — 
how to analyze an account; ratios that 
can be used in sizing up an account's 
financial position; how to get financial 
statements from customers (especially 
contractors) when such information is 
not readily available or the request for 
such information is refused by the cus- 
tomer. 

e Collections — the tools, letters, 
and systems available to the 

manager — and how to use 


services 


aids 
credit 
them. 

e Documentary Credit — covering 
credit instruments and their use. 

e Banks, Factors and Finance 
Companies — what these institutions 
have to offer the electrical distributor 
and his customers. 

e Creditors’ Legal 
thing from friendly 
bankruptcy. 


Aids — every- 
settlements to 


e Unanimous Response — Even with 
such a concentrated program—where 
most of the student-members’ waking 
hours were spent in the confines of a 
classroom—there 100% attend- 
ance at all sessions. 

This, in itself, was a tribute to the 
masterful presentation of the instruc- 
tor. Proof of this can be found in the 
reports of their evaluation of the 
course given by the student members 
themselves. Here are typical 
comments: 

“You are to be complimented on a 
well-run, interesting and educational 
program. I have at times found my- 
self weary and sleepy in attendance at 
other lectures; however, the opposite 
effect has occurred here. I found my- 
self anticipating with a wide-awake 
attitude at all the lectures. Mr. Kall- 
mann is certainly to be congratulated 
with all of you.” 

“I was deeply impressed by the vast 
knowledge of Ed Kallmann and his 
method of imparting the subject mat- 
ter. The course was very well set up 
and indicated much preparation. I was 
thoroughly satisfied.” 

“(It was) a due 
in part to excellent preparation of 
seminar program and material, and in 
very large measure to the fortunate 
choice of Mr. Kallmann as instructor. 
He is not only a capable teacher with 
an interesting and easy style, but his 
wealth of knowledge of the subjects 
and personal experiences in business 
enable him to teach with a practical 
point of view.” 

And so it went with NAED’s first 
slep in carrying out its program of 
education tailored to a real need. 

e A Change of Mind—A credit man- 
ager with 35 years’ experience in the 
business who came to the course with 
the idea in mind that it would be a 
good refresher, returned to his office 
following the course and reported to 
his management that the course taught 
him “how littl I really did know 
about my duties and responsibilities as 
a credit manager and how hard I’ve 
got to work to put into practice much 
of the advice I learned at this course.” 

Your own credit manager—or any- 
one in your organization who has the 
responsibility for the credit function 
of your business, no matter how much 
experience under his belt—can be 
equally impressed, and trained, and 
made more professional in the con- 
duct of his work if he participates in 
these future NAED Management In- 
stitute Credit and Collections courses 
scheduled around the country later 
this year. 

This “NAED Reports to Industry” 
was especially prepared for ELECTRI- 
CAL WHOLESALING by Thomas F. 
Preston, NAED public relations man- 
ager 


Was 


some 


successful course, 











Switch to Silence! 


General Electric Silent Mercury Switches last years longer than 
other switches — have only one moving part 





You please everybody when you sell them G-E 
Silent Mercury Switches. They last vears longer 
than snap-type or quiet-type switches — are 
completely silent — have a smooth, luxurious 
action that people are quick to appreciate. 
Specification Grade, 10A-125V T, 15A-120V 
AC. U.L.-Listed; meet Federal, REA specifica- 
tions. Available with lighted handles, for dark 
locations. General Electric Company, Wiring 
Device Department, Providence 7, Rhode Island. 


The only part that moves in G-E 
Silent Mercury Switches is this 
smooth-turning button, in 
which pools of mercury flow 
softly together or apart. There 
are no snapping springs, blades 
or mechanical contacts. Lab 
tests indicate the average G-E 
Silent Mercury Switch can be 
turned ON and OFF more than 
500,000 times! 


Progress /s Our Most /mportant Product 
GENERAL @@ ELECTRIC 
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Se J 
a * PLASTIC REFRACTOR SIDE VERSATEER 


GREAT IDEA in modern lighting... the 


THE FINES T VERSATEER with refractor-lens sides. New, 


low-brightness plastic side panels smartly 
IN i eg, (ele) & LIGHTING louvered give shadowless non-glare light up- 
wards, outward and down. Sleek, modern 
appearance ... maximum lighting efficiency 
= ... quality that competition can’t touch at 
low budget prices. 


now in TWO TYPES 


_ : ag eas — 

eae = ee 

—— ———. Saeed _ : es ‘ 
—~ as * METAL SIDE VERSATEER 


HERE’S ANOTHER great economy unit of 
simplified all-steel construction including steel 
Tuy = sides. Eliminates many costly maintenance 

Benjamin gx ol problems. Sturdy, efficient, practical. 
VERSATEER Se BOTH UNITS mount individuaily or in continuous 
n Reduces I row, suspended or surface. Special features include 
simplified finger-pressure louver latch. Both available 
in 35° x 25° and 45° x 45° shielding in 2 and 4 lamp con- 
struction. 4 and 8 foot rapid start, and 8 foot Slimline. 


ices Om 
Benjani rices 


THOMAS INDUSTRIES INC. 
Sly, BENJAMIN LIGHTING DIVISION, DEPT. BEW-6 


\ 
S Z% 
=> ‘<s 207 E. Broadway, Louisville 2, Ky. 
% rs aS [_] Please have your Lighting Engineer call 
TTT CJ Please send catalog on Commercial Lighting 


a 
FIRM 


ADORESS 


CITY 





S 


Designed specifically 
to meet the 
increased lighting 
requirements for 

classrooms 





-_—-™ 
=~» ‘ 
il ~~ 
~S 


/ “What sizes and styles’ 
4 does it ‘come in?” 


De ee 


— 


a 





Se KILLARK “GR” SERIES JUNCTION BOX... 
available in eight sizes from 45%” x 454’ x 414” 
to 11” x 12” x 8%”. Choice of dome covers in 
four heights to facilitate heav A age or mount- 


ing terminal blocks. Also ava le with flat blank 
covers or lens covers for instrument mounting. 
Lens is heavy shock proof, stressed glass, as strong 
as the casting. 

Copper-free aluminum casting with reinforced con- 
struction and convenient mounting lugs. Custom 
hubs can be placed where needed; drains and 
breathers available. Explosion-proof, dust-tight, 
and weatherproof. U. L. approved for hazardous 
and non-hazardous locations. 

There are more than 200 other Killark Junction 
Boxes from which to choose the exact style and 
size you need for any installation. 

Write for illustrated catalog. 


—y 
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May size and style \ 
" you need—because the ' 
» , Killark line / 


is complete!” _>-298 


OVER 7,500 ELECTRICAL FITTINGS AND FIXTURES 


Only Killark provides copper-free aluminum 
equipment in such a complete range of sizes 
and styles. Having the right enclosure avail- 
able for the application means greater design 
freedom, better operating efficiency, lower 
costs. 


— = me 
—_ — . 


i 


YOU GET FAST DELIVERY ON KILLARK ELECTROLETS 


Order from your Killark distributor. He has 
the item you need in stock for immediate 
delivery. If not, he can get it promptly from a 
nearby Killark warehouse. There are 18 of 
these dependable supply sources located 
throughout the United States and Canada. 


ELECTRIC MANUFACTURING COMPAN Y 


Vandeventer and Easton 


Ave. ° St. 


Louis 13, Missouri 


In Canada: Killark Electric of Canada, Ltd., 421 Islington Ave. South, Toronto 18, Ont. 
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Non-Raveling 
Straight Tearing 


High Tensile Strength 


Highly Insulating F ; J , cunt FRICTION 


RUBBER 
PLASTIC 


"Mecunart Tue = 


ACCURATE MANUFACTURING COMPANY ’ 
Garfield, New Jersey 
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is appearing in leading electrical publications to 
help distributors sell more Blackburn products. 


engineered 
Taice 
Blackburn 
hot line 
Stirrup 
clamps... 


patent applied for 


AGAINST MAIN LINE DA 


Blackburn SC series clamps offer an effective way to protect main conductors against 
damage from hot line taps without the use of armor rod. Tap is made on extended bail 
. not on the main conductor. 
High clamping force of massive clamp is maintained over large contact area, making a 
low resistance, cool operating main line connection. A low resistance, balanced current 
path is fed to the bail from both legs of the clamp. The bail is mechanically bonded to the 
clamp body with interlocked tubular compression sealed joints. 
Castings are of high strength, non-copper bearing aluminum alloy. Clamps may be used 
on either aluminum or copper mains. When used on copper it is necessary to order prefilled 
with Contax, a highly efficient inhibiting paste. Bails are provided in bare copper, tin 
plated copper or aluminum. All bails are available straight or with a 45° offset. 
Blackburn stirrup clamps are easily installed hot or cold. Hex nuts or eye nuts (that fit 
all shotgun sticks) are available. A permanent steel spring secured to the body of the 
clamp imparts a strong snap grip on the interlocking jaws, supporting the clamp on the 
main while bolts are being tightened. Only two clamps cover a main wire range from No. 4 
AWG through 397.5 ACSR. 


For complete information, write for catalog data sheet and samples. 


1525 Woodson Road « Saint Louis 14, Missouri 
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CONTRACTORS nmap: Y GO FOR THIS wie ttentio-rsate / oreren™ NO SPECIAL vOOLS REQUIRED FOR INSTALLATION 
1 imply ar ol it plasti space o | 


pins or tal Here’s the Safetyb 
n top portion of par 

' Y >} 

Jali 


reaker met} 
in lain breakers. Tighter 
f pz N( cneien ie tek the Tl ene 
"Ta a id 
5 is 


re 


tem 


Why stock the old-fashioned “basement gray” box ? 


(ffer your customers this new, 
smartly-styled safetybreaker... 
it doesnt cost a nickel more 


(and often 


Here’s a bonus in beauty and protection 
that gives contractors—and their customers 

extra features at no extra cost! A great 
product leader for you to open up new 
accounts! 


Modern Appliance Styling lets con- 
tractors show how good the wiring job is. 
This soft sandalwood finish belongs upstairs, 
convenient to the kitchen, saving contrac- 
tors’ money on those heavy wiring runs. 


Eliminates Housewife Confusion 
and saves contractor unnecessary callbacks. 
Simple as a light switch, with easy-to-see 
“on” and “off’’ positions. There is no 
tripped mid-position to harass the home- 
owner, no calls to reset the breaker be- 
cause the housewife mislaid or misread in- 
structions. 


WHAT’S NEW? ASK... 


. oo Fi ae [RHR E 
PY 3 * * m 
4) 5 = % 
3 cae eae a 


costs /ess/) 


inside as Superior as the Outside. 
Won't rust, won’t corrode because every 
operating part is either stainless steel or 
heavily plated. Double protection with mag- 
netic trip for short circuits and bimetal trip 
for sustained overloads. Easier to install 
with plenty of wiring room, no knuckle- 
skinning wire guides. 


What's new at Cutler-Hammer? 
This new Safetybreaker is typical of the 
better products you'll be getting from Cutler- 
Hammer to help make your selling easier. 
We've added new sales engineers to help 
you when you need help. Introduced new 
distribution policies to make service better 
in every respect. Like to know more about 
what’s new at Cutler-Hammer? See your 
Cutler-Hammer representative soon. 


Ei 


-— 


Cutler-Hammer inc., Milwaukee, Wisconsin e Division: Airborne Instruments Laboratory e Subsidiary: Cutler 
Hammer international, C. A. ¢ Associates: Cutler-Hammer Canada, Ltd.; Cutler-Hammer Mexicana, S. A 
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it’s a Breeze |! 
Just a Double Squeeze 


Sets Up E. M. T. 
With Original B-M Indenter Fittings 


\\\\ 


\\A\ 


BM-51 
Y," Offset 
Connector 

BM-52 
%," Offset 


in race Connector 


yy) nil Red Throat 
BM-21B BM-41 
Nh mn Y," Connector ’" Coupling 
iid BM-22B BM-42 
| | ds %," Connector %,” Coupling 
BM-23B BM-43 
1” Connector 1” Coupling 


B-M Indenter Fittings and Tools make an unbeatable combination when it comes to easier E.M.T. 
installation at less cost. New lightweight plier size indenters make setting up thin wall conduit a breeze. 
B-M fittings are neater too! No unsightly nuts or projecting set screws. Other plus features of B-M 
fittings are Concrete tight—Vibration resistant—Extra heavy bright zinc plate, salt spray and acid 
drip tested for corrosion resistance—Extra heavy positive bonding locknuts—Smooth rounded edges 
or bushed throat type connectors that prevent insulation damage—All steel construction with extra 
heavy gauge wall thickness. 








Briegel All Steel 
Indenter Fittings 











are U.L. approved 


B-M Offset Connector , showing how 
as Concrete-Tight. 


wires are guided over box edge. 




















GALVA, ILLINOIS 


All B-M indenter type fittings far exceed the requirements of 
U. L. file card E 10863 and Federal Specifications W-F-406 


USED THE MOST FROM COAST TO COAST 


ELECTRICAL WHOLESALING—June, 1961 











We don’t distribute “against you” 


Allis-Chalmers motor control distributors have a “wide-open” field 


When you distribute Allis-Chalmers motor control you 
aren’t asked to compete against a manufacturer’s own 
distributor organization. Allis-Chalmers sales policies, 
products and services are designed for you. 
Promotional programs are fresh, direct, and care- 
fully ‘“‘aimed” to cover your selling situation. Training 
programs for your salesmen, profitable pricing and dis- 
count arrangements, engineering help, field warehouse 
stocks, as well as many other important services keep 
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your salesmen, your sales, your income “on the grow.” 

Allis-Chalmers full line of control is a result of new 
thinking . . . the kind of thinking that starts with cus- 
tomer need. That’s why they’re in demand. That’s 
why they’re easier to sell. 

Talk to your nearby Allis-Chalmers representative 
about an A-C franchise today. Or call, write or wire 
Allis-Chalmers, Industrial Equipment Division, Mil- 
waukee 1, Wisconsin. A-1315 
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Heavy-duty 


H. G. Anschuetz* 

113-115 North 23rd Street 
Philadelphia 3, Pa. 
Arbeiter Company* 

3721 Washington Avenue 
St. Louis 8, Mo. 
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Ira L. Arkin Company* 
4929 North Damen Avenue 
Chicago 25, Illinois 
Brenner Electrical Sales* 
P.O. Box 51 

Houston 1, Texas 


. 


extensions. .. 


John M. Fincke Company* 
1848 North Main Street 
Los Angeles 31, California 
Herman O. Gerdts 

415 Lexington Avenue 
New York 17, New York 


Heimann Company* 

1711 Hawthorne Avenue 
Minneapolis 3, Minnesota 
Heimann Company* 

1401 Fairfax Trafficway 
Kansas City 41, Kansas 


Howard & Goepp Company* 
1301 6th Street 

San Francisco 7, California 
Everett Jones 

4040 Mayfield Road 
Cleveland 21, Ohio 


L. Morris Landers Co.* 

251 Spring Street, S.W. 
Atlanta 3, Georgia 

H. L. Linder Elec. Sales Co.* 
3911 Joy Road 

Detroit 6, Michigan 
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Stout Electrical Sales Co.* 
338 West Fourth Street 
Cincinnati 2, Ohio 

Paul Lumpkin 

702 Builders Bivd. 

P. 0. Box 961 Char.1,N.C 


The Sanderlin Company* 
129 First Avenue West 
Seattle 99, Washington 
Barger & Martin, Inc. 
P.O. Box 10353 
Pittsburgh 34, Pa 
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Cornish 


Mills Talbot & Company* 
1 Flint Street 

Rochester 8, New York 
Mills Talbot & Company 
P.O. Box 4212 

Hamden, Connecticut 


UNDEREWAR TERS 
LABORATORIES 
4 


INSPECTED 
CORD SET 


*stocks available 


of course 


A. J. Nelson Company 
710 E. Louisiana Ave 
Denver 17, Colorado 

A. Norden, Jr 

54 Moraine Street 
Jamaica Plain 30, Mass. 
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A good reasons why your 


contractor customers preter this 
conduit over other types 


WEIGHS LESS CUTS EASILY BENDS READILY COSTS LESS TO INSTALL 
Alcoa® aluminum rigid conduit Takes less time and saves wear and‘ There’s little springback—bends Competitively priced, aluminum 
weighs only % as much as steel. tear on blades—and muscles. “on the nose” in one shot conduit goes up easily and quickly. 


For you, Alcoa lightweight aluminum conduit means easy 
handling, too. And most important—it sells well, because fm, G.. hs C3 p+ 
it offers so many advantages. 


More facts? Write to Rome Cable Division of Alcoa, Depart- w o aA E CA B L E 
ment 17-61, Rome, New York. Se : o+vtsto wn 


Conforms to ASA C80.5-1960-Rigid Aluminum Conduit and Federal Specification WW-C-540a 
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$ HER MA Wiest U hy. Vee meres 
AND CRIMPING TOOLS 


SPEED INSTALLATION — REDUCE COSTS! |, © rs 


INDENTED CRIMP 
FOR GREATER RESISTANCE 


TO PULL-OUT oT , Sherman Hand 
’ Crimping Tools 


Model +8 and +9 

Portable or Bench 

mounted for fast, easy 

installation of Sherman 
> Crimping Lugs 


Sherman Sherman Safe, sure 
Uni-Crimp ST Lugs connection 


Lugs 


ELECTRICAL FITTINGS 


GF21-C GF23-D 


For 

to 4” conduit 
installations 
Solderiess swivel-type 
Ground Fittings 


FOR WIRE and CABLE 











GF-18, 19 & 20 GF-16 & 17 $s 


. Beteitors Cast Clamps “Bond-Rod” Solderiess 
ype T 
Yar Ye & % Ye & % sizes m< 
| sae Heavy bronze 
|| #14 thre 500 MCM-AWG =| Cast Copper Alley One Piece Construction #14 thre 1,000 MCM-AWG 











the line of Reliable quality! 


H. B. SHERMAN MANUFACTURING CO., BATTLE CREEK, MICHIGAN 
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FROM MANUFACTURERS OF 
CONDUIT SINCE 1910... 


HIGH QUALITY 


RIGID 
STEEL 
CONDUIT 


A TYPE TO MEET 
ALL REQUIREMENTS 


HOTKOTE—Special, hot-galvanized exterior and 
interior surfaces provide bond with concrete and 
allow easy pulling of wires. Threads hot gal- 
vanized after threading to prevent rusting. U/L 
Approved and meets Fed. Spec. WWC 581: 


GALVAKOTE—Electro-plated exterior, including 
threads, prevents corrosion, assures long life. 
Interior surface evenly coated with baked-on 
enamel to provide smooth finish for easy “fishing”. 
Will not flake or chip. U/L Approved and meets 
Fed. Spec. WWC 581c. 


ENAMELKOTE—Both interior and exterior sur- 
faces coated with high-grade, baked-on black 
enamel. Bends, cuts and threads easily without 
flaking. Accurately cut standard gauge threads 
U/L Approved and meets Fed. Spec. WWC 571a 


And to complete the conduit line... 


ELECTRICTUBE EMT-—Satin-finish, close- 
grained, electro-galvanized EMT has exceptional 
corrosion-resistant life. Super-smooth interior sur- 
face permits easy fishing of wire. Bends easy 
saves money on job. U/L Approved and meets 
Fed. Spec. WWT 806b. 


ALUMINUM—Lightweight, corrosion-resistant, 
easy to bend and cut. Color-coded thread pro- 
tectors. Cuts handling and labor costs. Conven- 
iently packaged in 10’ lengths in all diameters. 
U/L Approved. 


DISTRIBUTED IN ALL 50 STATES 
AND THROUGHOUT THE WORLD 


0%! & COMPANY 
_ 1907 Dempster St. - Evanston, Ill. - USA 
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Designs of tomorrow... ge 
Mean more sales and 7 7 profits for you 


UNIT ILLUSTRATED 

6’-VSS-4 1500 ON 
NYTPA—FOR TWIN MOUNTING . 18° DRS-5 POLE 
(o) ay ee be ©) | - 


NYSPA FOR SINGLE MOUNTING 
e) i ee a ee a 


UNIT ILLUSTRATED 
6’-SA-4 1000 ON 
18° HS-S-2 POLE 


smarter design plus UNEQUALLED servic 


Here it is . . . from SPAULDING the first tapered 
fluorescent fixture with high light output and 
low glare. The SPAULDING engineers have de- 
signed the VEGAS exclusively for drive-ins, shop- 
ping centers, car lots, parking lots, etc. The 
VEGAS is available in 6 or 8 ft. lengths, 3, 4 or 5 
lamps for the 6 ft. fixture, 4 lamps for the 8 ft. 
fixture. The VEGAS can be mounted horizontally 
or vertically on the NYSPA post adapter, for 
twin mounting the NYTPA post adapter may 
be used. 


SPAULDING HAS§#A COMPLETE LINE OF POLES APPLICABLE TO THE VEGAS AND SARATOGA FIXTURES. 


SPAULDING'S fluorescent SARATOGA fixture a 
was designed for perimeter lighting where high t ee 
light output is a must. The SARATOGA is highly 
SARATOGA recommended for car lots, drive-ins, etc. Avail- 

able in 4 ft. or 6 ft. lengths, 4 lamps per fixture, 
included with the fixture is an adjustable post 
adapter that will accommodate two spotlights if 





desired; if not two weatherproof close up plugs 


aS are furnished. 


- THE J.H Spun oe ae DIRR STREET, CINCINNATI 23, OHIO 
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“Where’s Harry?” 
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PATENT PENDING 


-they’ll find him fast with Edwards’ all-new Lokator® 


The sales potential is terrific! Wherever you're in on the “paging” market. Stock # Top quality synchronous motor 
@ Interloc d codes 

people work — in stores, offices, factories, modern-as-tomorrow Lokator now! Call Sate te thas eee oe 
schools, banks—the all-new Edwards your Edwards representative or write o | 0 on of power unit 
Lokator is a fast, easy, private way to page Edwards Company, Inc., Section 3, oe audible signal may be used 
them. @ It’s easy to sell! There’s a built Norwalk, Connecticut ifetime guarantee against manufacturing 
demand for Lokator wherever people m at These benefits make new Lokator easy to sell! on 
communicate. Further re. there’s an tinctive new design ... plus, of course, the interest that will 

; eae Ane fe or f balanced selecto ye ar Py or Ww te rey?" i 
extra push for Lokator because it's really 24: pring-bal ced r be aroused as our ‘‘Where’s Harry? _ cam 
new! @ Lokator is available in 20, 40 and Simp e ent on pane paign gets off the ground next month! 

4 ies ‘ @ Fast paging eats p te 

80-call models... with manual and auto- m@ Printed circ ode wheel on lifetime EDWAR Ds 
matic operation. It is small, neat, simple— epoxy-glass base 


@ Military quality contacts—copper-clad, 
easy to use, easy to maintain. MJ Be sure nickel rhodium plated 
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CHORD? 


You call the tune when you choose 


Sing out with Sylvania, and you get real sweet sup- 
port. Sylvania salesmen work with you, for you, 
actually expand your own sales force. 

What’s more, Sylvania doesn’t offer you a distribu- 
torship while it’s holding one all for itself. 
Sylvania competes with other brands—not with its 
own distributors. And this close harmony pays off. 


Sylvania today is the fastest growing name in the 
lighting industry. We think our distributor setup has 
a lot to do with it. You'll discover it’s friendlier and 


98 


far more profitable to sell Sylvania lighting products. 


Sylvania distributors have a distinctly different com- 
petitive proposition . . . not a carbon copy of the 
proposition offered by others. 


These are just a few of many unusual features that 
help you when you handle Sylvania. For more infor- 
mation—on price protection of inventories, product 
liability protection, Sylvania “firsts,” merchandising 
and sales backing—write us. With 6,000 different 
kinds of lamps, Sylvania lights the way. 
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the lamp brand you'll sell 


Grow independently with 


Lighting Division, Sylvania Electric Products Inc., Dept. 62, 60 Boston Street, Salem, Mass. In Canada: Sylvania Electric (Canada) Ltd., Montreal 
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NeW 
SOLA 


outdoor 
mercury-lamp 
transformer 


























provides 


parallel 


protection 


... plus constant-wattage stability! 


tHere’s the big improvement you’ve waited for in mer- 
cury lamp ballasting: a really stable, parallel-type, 
constant-wattage, 2-lamp transformer. Even if one lamp 
burns out, this new SOLA transformer keeps the other 
shining steadily. 

And SOLA’s constant-wattage performance protects 
both lamps and wiring against surge current . . . fore- 
stalls flicker by providing complete electrical independ- 
ence between paired lamps; also, automatically com- 
pensates for line-power fluctuations. And the modest 
starting demand of SOLA constant wattage allows you 
to install more fixtures per circuit without having to 
The cost advantages are obvious in 
parking lots, shopping centers, 


step up wire sizes 
such installations as: 
service stations, and dock areas. 

Contact your SOLA representative for details on new 
2-lamp outdoor constant-wattage MV transformers, as 
well as the other indoor and outdoor alternative units. 
Or write for information, mentioning parallel MV out- 


door transformer. 


100 


SOLA 


A DIVISION OF 
BASIC PRODUCTS CORPORATION 











‘“Paralleling” ends double 
lamp-outages 

Exclusive constant-wattage de- 
sign holds lumen output with- 
in +1% for line-voltage 
changes as great as +13%, 
assuring full-rated lamp life 
Prevents “drop-out” since in- 
put voltage must fall 30% be- 
low nominal before lamps 
extinguish 

Inherent protection against 
open or short-circuited lamps 
U.L. 
Available for 115, 208, 230, 
277, 460 and 575-volt input 


listed 


SOLA ELECTRIC CO. 
Busse Road at Lunt, 
Pp Elk Grove Village, II! 
HEmpstead 9-2800 
. IN CANADA, Sola-Basic 
RF Products Ltd., 377 Evans 
Ave., Toronto 18, Ont. 
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WEAVER 


...- than any other 
water-pipe clamp 


HERE’S WHY: 


When your customers compare Weaver Bronze Clamps 
with others, they find Weaver Clamps are bigger, 


heavier and more rugged. Extra metal at pressure 


YOU GET MORE SALES... points gives maximum strength and increases conduct- 
BIGGER PROFITS 


Only three types to stock to cover every grounding 
job. Sizes for %4” through 4” copper or galvan- plated screws prevents rust and corrosion. . . assures 


ivity. All-Bronze construction with heavily cadmium 


ized pipe .. . meet all contractor and utility spec- 
ifications. WEAVER is a complete quality line that's 
easy to sell. ation time and increases contractor's earnings. 


permanent grounding. The swinging top cuts install- 


Advertised in leading electrical publications and 


J A W f AV 7 R direct mail to your customers and prospects. 
. 


2110 Howard Street + St. Louis 6, Mo. * GArfield 1-6336 
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4 Mail is inserted by the U.S. Postman. Each gang of receptacles 
tilts forward permitting straight-down insertion of mail. 











@& An alphabetical directory of tenants’ names—or a push button 
plate or telephone—can be mounted in the same frame. 








& The tenant removes mail through a full-opening door. Even the 
largest mail is not bent or torn in insertion or removal. 








i 


4 Two-piece design gives ready access to mounting-screw holes. 
Receptacles slip into frame without tools. 


AUTH “LIFE-SIZE MAIL BOXES 


Preferred for Apartment Houses 


We're getting a lot of new distri- 
butors for our “Life”-Size Mail Boxes 
all over the country. They tell us that 
their customers—the dealers and the 
builders, landlords, and housing author- 
ities— won't take anything else. What 
they like is the full-opening mail box 
door for each tenant. This means that 
magazines as large as LIFE don’t reach 


pve 


SINCE 1892 


LONG 


the tenant with the cover torn off or 
otherwise messed up. Another thing 
they like is the easy way it installs—they 
can take the receptacles out and have 
complete accessibility to the mounting 
frame. This cuts down on installation 
time and simplifies maintenance. Con- 
sidering that AUTH “Life”-Size Mail 
Boxes can last the lifetime of the 


ISLAND Cire 7, 


building served, their cost is nominal. 


Along with this fine mail box, avail- 
able in a variety of finishes, we manu- 
facture AuthOtone Non-Electric Door 
Chimes—three different models. Like 
lawnmowers and garden rakes, mail 
boxes and door chimes go together. The 
local Auth representative will be 
delighted to discuss them with you. 


Auth Electric Company, Inc. 


NEW YORE 


MANUFACTURERS OF APARTMENT HOUSE TELEPHONE SYSTEMS, MAIL BOXES, DOOR CHIMES AND BELL SYSTEMS 
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New factory packed displays of oy 
G-E CHRISTMAS LAMPS 900732" 


and take the guesswork out of poets he 


TESTED . . . SELLOUT BALANCED STOCK . . . PRICE-MARKED .. . NO NEED TO 
SHIFT OTHER STOCK .. . JUST SET UP AND SELL 


SUGGESTED 
DEALER 


PRICES 


Measures 
18” deep, 


#285 COUNTER DISPLAY for smaller stores or 


multiple display; good at checkouts. Features 3 fastest 


132" wide, 
10 high 


sellers in G-E Christmas lamps with quantity balanced 
180 C72, 30 D14. All in price- 
assorted colors. Ship. wt. 6 lbs. 


to demand —75 C6, 
marked 5-bulb packs, 


NEW #138 DISPLAY. Helps you cash in on growing 


demand for newer G-E lamps. . . especially General 
as featured in G-E na- 


15 DIS, 


Electric Transparent lamps, 
tional ads this Christmas. Holds 15 D27, 


60 D26, 48 D30. Ship. wt. 5 Ibs 


“Suggested dealer prices do not include cash discount. All prices 


include Federal Excise tax 


#915 FLOOR DISPLAY 


For high trafic stores. Holds 915 G-E lamps... all 
in 5-pack, except D30. Takes about 2 sq. ft. of floor 


space. 


20” wide; 14%” deep; 60” high. All packages 


price-marked. New mix includes popular new out- 
door transparent lamps. 20 D115, 5 D27, 120 D26, 
50 D14, 90 D30, 180 C6, 450 C7. Ship. weight 23 Ibs. 


#1565 FLOOR DISPLAY 


For stores with average weekly sales of $25,000 or 
more. Holds 1565 fast-selling G-E Christmas lamps. 
Takes about 3 sq. ft. of floor space; 25” wide, 17” 
deep, 60” high. All packs price-marked. New mix 
includes transparent lamps featured in G-E advertis- 
ing: 10 D27, 40 D15, 150 D26, 95 D14, 120 D30, 825 


C72, 325 C6. Shipping weight 37 Ibs. 


AND THERE'S MORE 





5 CARTONS 
TO STANDARD 
PACKAGE 


New 100 bulb sealed-cartons...5-lamp or twinlamp packs... New 24-lamp sealed-cartons for D30 
in C6, C72, D14, DI5, D26, D27... solid or assorted colors . . . solid or assorted colors 


NEW G-E SEALED-CARTONS are easier to handle, speed re-stocking of displays. Stocks can 
be filled from new cartons easily held in one hand, instead of working from a big case on the 
floor. Simplifies broken package orders for solid colors or re-orders of fast sellers. 


8 3 

C7 : NEW G-E TWINLAMP PACK “ 
Proved a good seller last Christmas. Practical 
for self-service. Easy to display. Customers like 
choosing just the colors they want. Pack cuts 


° . 7 . ° - i 
demand for testing. No price-marking cost; , Good in bin 


. or basket 
pack is already marked . . . speeds checkout. , 
Readily visible “G-E” gives quick assurance of qatietine te “Se. 
G-E quality. New sales-balanced color mix in ¢6 C7\%, DI4, 
cartons of assorted colors. D15, 026, D27 


PLUS 2 ASSORTMENTS . . . trcsteo'bispeay a 


a 

a ~~ 

_ Seat ° sr, Al G-E 

Tele o°mes SATIN-GLO hig 
Beautiful... . 2 


light 
Senne ane Retail $14.40 


SNOWBALL ASSORTMENT 226 ASSORTMENT eet ee eee 


for the whole tree! Fit C7'/2 sockets. In 
120 D40 bulbs (they’re white Includes free lighted display with 100-bulb self-displaying carton of 5 lamp 
til they light) in assorted colors _ special 14-socket string. All in one pt re ce 
and a free lighted display with case with 96 D30, 80 D15, 50 D27. 


6-socket string. Demonstrates Ties in with growing demand for \ My pL g 
if , 


Ma - 
we 


and attracts. Ship.wt.5’%lbs. New outdoor lamps and ad on G-E trans- 
low price $23.60*. parent bulbs. Ship. wt. 10% lbs. New 
Suggested Retail $42.00. dealer cost $29.35*. Sug. Retail $51.36. Dealer cost—corton $8.20 


' 
% ds a; 
NEW |S a ted D26' D30 C724 ‘2 » D227) D15) D114 T., 


LOW NOW: 35¢ ea. 5/97C 29¢ ea. 5/62¢ 5/$1.12 5/77¢ 5/82¢ 5/37¢ 
PRICES! was SAME 5/$1.07 SAME 5/72¢ 5/$1.17 5/92¢ 5/97¢ 5/42¢ 


AND one or more color ads on G-E Christmas lamps will reach 2 out of every 3 homes this year. Cash in; 
order G-E Christmas lamps now. Miniature Lamp Department, General Electric Co., Cleveland 12, Ohio. 


GENERAL @@ ELECTRIC 





BUSINESS INDEX for MARCH 1961* 





1954-100 | 


| bso ined | 
NATIONAL SALES PICTURE: 


1954 =100 








INA 








: 
\A 
































961 
SALES INVENTORY 


———(% Change)——— ———(% Change)——— 


From From From From 
Mor. ‘60 Feb. ‘61 Mar. ‘60 Feb. ‘61 


NATION | +13 i 


NEW ENGLAND 


MIDDLE ATLANTIC 


EAST NORTH CENTRAL 


WEST NORTH CENTRAL 
SOUTH ATLANTIC 
EAST SOUTH CENTRAL 
WEST SOUTH CENTRAL 
MOUNTAIN 


PACIFIC 


*For electrical apparatus, supplies 
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CONDUIT FITTINGS 


SOLD ONLY THROUGH 
RECOGNIZED WHOLESALERS 


ELBOWS 


RIGID: Standard & Large Radius 
— all sizes 


EMT: Standard Radius: 
1” to 2” inc. 


MOST SIZES OF 


LARGE RADIUS 


ALWAYS w STOCK 


@ True 90 
alignment 


angle for perfect 


Smooth raceways, easy fishing 


Special radius individually 
marked for on-the-job identi 
fications 


Logical, convenient cartons, 
clearly labeled 


Large sizes thread protected 


Meets Federal specs. 
WWC-581C 


COMBINE ORDERS FOR 
ALUMINUM AND STEEL 


CONDUIT PIPE 
PRODUCTS CO. 


COLUMBUS, OHIO 
ELBOWS + NIPPLES + COUPLINGS + RUNNING THREAD 


ALUMINUM AND STEEL 


Arcs and Sparks 


(continued from page 16) 





Biggest Factor: Service—Not Price 


You phone or send in orders not 
for your warehouse, but to some “job” 
in a local area; if you do it to one 
manufacturer, then you must do it to 
your other suppliers as well. Think 
not only of the number of small 
orders, the number of pieces of paper, 
the number of manufacturers’ trucks 
going on to the job—but think also, 
of the electrical contractor or indus- 
trial customer who could easily as 
sume that, if the manufacturer will 
deliver directly, then perhaps he might 
sell directly. 

Think, too, of the situation where, 
lacking a definite purchasing policy, 
your purchasing agent is plagued by 
a multiplicity of suppliers for similar 
goods. He must be polite to them all, 
spend a large part of his time talking 
about hockey, fishing or golf, and this 
is time for which you expect the 
manufacturer to pay. Another waste- 
ful result is that the manufacturer's 
salesman, who should be out beating 
the bushes and driving business into 
his distributor, is frustrating away his 
time, worrying about whether he is 
going to see your buyer and what 
good it will do him if he does. 

It costs you money to handle a 
number of brands of a similar product 

money in space, duplication of in- 
ventory and in lack of appreciation 
of product identity—which limits your 
sales efforts to price alone; and, if 
you continue to give away more and 
more of your discount, then you has- 
ten the day when you will become 
only a jobber. 

We recently completed an extensive 
survey of electrical contractors, and 
included among the very valuable re- 
sults we are now studying are those 
which indicate what the contractor 
looks for from his distributor. 

Surprising as it may seem, so far as 
the electrical contractor is concerned, 
the biggest single factor is not price, 
but good, fast, efficient service. He 
wants you to be able to make fast 
deliveries from adequate stocks stra- 
tegically located. Naturally, you must 
have competitive prices, but the anal- 
vsis Of one out of three contractors 
indicates that their day-to-day busi- 
ness will be awarded to the distributor 
with the most consistent service on 
in adequate range of quality products. 

Although our survey revealed that 
so far as the electrical contractor is 
concerned, price is of secondary im- 
portance, it is impossible to address 
this group in times like these on the 
subject of survival without bringing 
out into the open the pricing problems 
of our industry. . 


Some manufacturers have stated 
that price wars in our industry are 
attributable to existing combines legis- 
lation which, among other things, per- 
mits purchasing agents to exchange 
or publicize price information in any 
manner they choose. This permits the 
publication of irresponsible statements 
at our industry’s expense 

Incidentally, I don’t envy the large: 
companies, whether they are distribu- 
tors or manufacturers, because of the 
position in which they are placed. On 
one hand, it must be difficult to fol 
low pricing action of smaller com 
panies and, yet, over-all size alone is 
justification for as 
suming industry leadership in ever 
product group. However, if a large 
company attempts positive price lead 
ership—and at today’s level in most 
of our product groups, this means in 
creasing prices—it stands an excellent 
chance of being beaten in the market- 
place by smaller companies taking 
excessive advantage of the price dif- 
ferentials created. On the other hand, 
if the larger company retaliates 
against the irresponsible commercial 
tactics of the smaller companies, by 
lowering prices, then they might be 
vulnerable to legal action for exert- 
ing undue pressure which may be con 
sidered to have a tendency to elimin- 
ate competition. 

What is so tragic about the attempts 
to obtain a market position by price 
alone is that any advantages in vol 
ume are so short-lived, and yet the 
disadvantages of lower prices become 
continuing problems. 

What is the solution to the pricing 
problems of our industry then? | be- 
lieve I know what it is, but I’m not 
sure anyone in this room is willing to 
try it. First of all, a complete analysis 
of costs of products and services must 
be made; then each company must 
add to these costs the amount they 
consider necessary to enable them to 
retain a reasonable profit. This would 
establish a_ selling price formula 
which would be applied to every type 
of transaction, big or small. For ex 
ample, applying this formula to our 
product 
using OUT 


not necessarily 


most readily recognized 
14/2 NMS with ground 
company’s figures, we would arrive at 
a tax included selling price to the 
distributor of $42.66. Distressing as it 
may seem, today’s published distribu- 
tor price is $36.18—a difference of 
18%. 

It would appear that the root of 
our industry pricing problems is that 
in anxiety to stay in the market, we 
have completely ignored the most 
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No. 560-30-3 No. 115-40-5B8 
RIGID POLES 


Everything in outdoor lighting 
equipment from one reliable source 


Send for the comprehensive Revere Catalog that lists hundreds 
of outdoor lighting products, applications and specifications 


Revere’s 136-page outdoor lighting catalog shows you 
the industry’s widest range of outdoor fluorescent, in- 
candescent and mercury luminaires, as well as poles and 
accessories. Revere equipment is design-matched for best 





No. 199-Series 
HIGH STRENGTH HINGED POLES 


— 
i's Ws 
Ni 


No. 4213-P 
ALUMINUM FLOODLIGHT 


ah 
KR % 


. i 


No. 3807 
ELIPTOR FLOODLIGHTS 


er 


A 
bet 
as 

my 


No. 2001 REAR 
SERVICE FLOODLIGHT 











No. 4411-P 
ECONOMY FLOODLIGHT 


OUTDOOR 


Revere Electric Mfg. Co. ¢ 7420 Lehigh Avenue 


No. 8650 Series 
FLUORESIGN LUMINAIRE 


No. 9946-V 














= oo 


No. 5442 
ULTRA-LITE 


appearance and peak lighting efficiency . . 
matched for strength, balance, trouble-free installation 
and easy maintenance. Write today for your copy of this 
easy-reference catalog of outdoor lighting equipment. 





No. 5452 
QUAD-OVAL LUMINAIRE 


. structurally- 


LIGHTING 


e Chicago 48, Illinois (In suburban Niles) 
Long Distance Phone: NI les 7-6060 © Chicago Phone: SPring 4-1200 « 


HIGH LEVEL AREA-LITE 


Telegrams: WUX Niles 








No. 2633-B400 
UNITIZED ENDOVAL 









No. 2513-B175 
UNITIZED URBANOVAL 
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No. 2274 
ENDOVAL 





No. 2501-B250 
URBANOVAL 








No. 6823-NFH 
QUARTZOVAL "500 











BUCHANAN 


takes the twist out of wire splicing and 


PUTS MORE MONEY IN YOUR POCKET 


Contractors and maintenance electricians will soon be asking for 
Buchanan's new 2008S Steel Splice Caps. 

You and your customers will profit from this new fluted steel 
Splice Cap. Your customers will save time—they can splice 2 #18’s 
thru 4 #12’s without twisting wires with the 2008S Splice Cap. 

That customer advantage alone can add up to more Splice Cap 
sales to more customers for you. More than that, you can sell 
Buchanan's timesaving 2007 Snap-On Nylon Insulators for 2008S 
splices. 

You'll find Buchanan's small quantity packages simplify stocking 
and handling. Small unit packages of 100 make order filling and 
stocking easy. 

Get the facts about 2008S Steel Splice Caps now. In fact, ask 
about the profit opportunities of Buchanan’s complete pres-SURE- 

2007 NYLON connector line. Ca!l your nearest Buchanan representative or write 
INSULATOR for Bulletin EW-6 OQ) GR 
peered SO ™ 


ADVERTISED IN LEADING TRADE JOURNALS 


BUCHANAN ELECTRICAL 
BUCHANAN PRODUCTS CORPORATION 
a HILLSIDE, NEW JERSEY 


ESNA CANADA LIMITED, Toronto 16 


REPRESENTATIVES IN 39 CITIES THROUGHOUT THE U.S. AND CANADA 


important reason for being in busi- 
ness—to make a profit. It will take 
tremendous commercial courage to 
ift this industry out of its economic 
doldrums, but if each of us reviews 
his own position and starts working 
towards operating for profit, it could 
well be that our future is not quite so 
bleak as it now appears. 

If the money wasted in price-cutting 
were devoted to market development 
and promotional programs, our in- 
dustry could be ever so much 
Stronger. ... 

From my earlier remarks, it must 
be obvious that most manufacturers 
have been forced to exert tremendous 
efforts in their organizations to effect 
maximum efficiencies in an all-out at 
tempt to overcome the problems of 
over-production, depressed _ selling 
prices and the threat of imports 
Under these difficult circumstances 
they must have full confidence in 
their methods of moving their prod- 
ucts to the end user, and neither the 
manufacturer nor distributor can af 
ford to subsidize further inefficiency 

In order that the important bridge 
between the manufacturer and the 


| end user is an independent distribu- 


tor, you must be properly equipped 
with manpower and facilities. You 
must re-evaluate your position in re 
gard to markets and customers. You 
must provide your customers with 
goods and services on_ responsible 
pricing policies which recognize the 
need for profit, and do it so satis- 
factorily that they will never consider 
dealing with agents or direct-selling 
manufacturers. 

You must look upon your manu- 
facturers as an extension of your 
business, and you must be an exten- 
sion of theirs. You must stop the age 
old and obsolete practice of playing 
one supplier against the other. You 
must devote more time to selling and 
less time to buying—both are im 
portant, of course, but the market- 
place is where you should look for 
your revenue, not your purchasing 
agent. 

You can only survive in today’s 
market if you adopt this type of ap 
proach. We are no longer able to op- 
erate as we did 10, 15 or 20 years 
ago—the marketplace has changed 
and we must change with it. 

The important thing to realize is 
that the economic pendulum has 
swung away from production and 
buying towards a strong emphasis on 
marketing and selling. Therefore, it is 
essential that both manufacturer and 
distributor adopt strong marketing 
concepts as their pattern for survival, 
and by establishing a close and reli- 
able relationship with each other to 
literally become “partners for sur- 
vival.” 
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PIPE WRENCHES... THREADERS...POWER DRIVES & .MACHINES...TUBING TOOLS & MACHINES 


TOLEDO PIPE THREADING MACHINE CO... TOLEDO 3, OHIO 
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All switches are NOT 

alike. That’s why it will 

pay you to select a switch 

from a manufacturer whose 

dependability you already 

know. The same engineering skill 

that goes into making your Rocker- 

Glo switches, also goes into rugged, 

heavy duty Super AC. For heavy duty 

switches or residential, you'll always do 
better with Precision Switches by P & S. 





For information on 


[) Super AC switches 


write Dept. EW-661 
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PERFORMANCE 
SPECIFIED 











>PASS & SEYMOUR, INC. 
SYRACUSE 9, NEW YORK 


60 E. 42nd St., New York 17, N.Y. 1440 N. Pulaski Rd., Chicago 51, Ill. In Canada: Renfrew Electric Co., Ltd., Toronto, Ontario 
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NEWS FOR THE 


INDUSTRY 





Washington Report: 


What Now ?—— 


Antitrust Hearings 
Raise Big Question 





FTER a month of noisy hearings 
on meetings between competitors 
in the electrical equipment in- 

dustry, the Senate Antitrust and Mo- 
nopoly Subcommittee has given the 
industry a breather. The next question: 
What now? 

The hearings have produced hun- 
dreds of pages of testimony which 
staff members are now considering. 
Bernard Fensterwald, subcommittee 
staff director, points out that a series 
of concentrated hearings leaves many 
loose ends—references as to names, 
dates, places—which must be col- 
lected, studied and put into perspec- 
tive. And this takes time. But there’s 
little doubt that subcommittee chair- 
man Sen. Estes Kefauver (D.—Tenn.) 
will call the industry back for more. 
e Bids Scrutiny—Beyond this, Ke- 
fauver has not been specific about 
what he has in mind. The government’s 
massive and successful price-fixing and 
bid-rigging complaints against the 
electrical equipment industry have 
stirred up interest all over the coun- 
try, and Kefauver is well aware of this. 
Damage suits against the industry for 
alleged over-charging resulting from 
inter-competitive agreements are com- 
ing into the courts every day. Justice 
Dept. officials are moving to eliminate 
identical bids, which suggest collusion, 
on government jobs. And President 
Kennedy has ordered that identical 
bids to government agencies be re- 
ported to the Department of Justice. 

The result of all this fuss could be 
new laws to toughen the antitrust 
statutes. Possibilities include _ stiffer 
jail penalties for antitrust violators and 
the imposition of responsibility for 
violations on top corporate officials. 

e On The Threshold—In many ways, 
the corporate picture presented to the 
subcommittee has been a discouraging 
one. Generally speaking the pattern 
of active participation in illegal activ- 
ities has been shown to be on the 
operating level—sometimes up to di- 
visional or group vice presidents in 
the case of big companies and right 
up to the top in small companies. But 
avowed knowledge of price-fixing has 
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stopped short of the threshold of the 
highest officials in three big firms; 
General Electric Co., Westinghouse 
Electric Corp. and Allis-Chalmers 
Mfg. Corp. 

Officials with long years of experi- 
ence in these companies—such as re- 
tired G.E. President Robert Paxton, 
Executive Vice President Arthur F. 
Vinson, Westinghouse Vice Presidents 
A. C. Montieth and John K. Hodnette 
—all assert they knew nothing of 
meetings with competitors by their 
subordinates. Some testified they had 
been told of the meetings with com- 
petitors in the “lingo” of the price-fixer 
(a meeting with the “clan,” or the 
“boys;” a denial of such sessions fol- 
lowed by a wink); but claimed they 
simply did not understand what was 
going on. 

In reaching conclusions about what 
went on in the industry, senators 
found themselves with two alterna- 
tives: either these officials were being 
far less than candid about their knowl- 
edge of price-fixing meetings, or their 
unawareness reflected a real break- 
down in corporate communications 
and demonstrated serious management 
problems. At one point in testimony 
Sen. Philip Hart (D.—Mich.) blurted 
out: “Well, either somebody’s crazy 
or somebody’s lying.” 


About Damage Suits .. . 

KANSAS CITY, Kan. — Two 
damage suits seeking $1,338,567 for 
alleged price fixing on electrical prod- 
ucts have been filed in a Kansas City 
U.S. District Court. Both petitions 
were entered by the N.W. Electric 
Power Co-operative, Inc., of Cam- 
eron, Mo. 

Defendants in a case asking $753,- 
920, which is treble the alleged actual 
damage, are the General Electric Co., 
New York; Allis-Chalmers Manufac- 
turing Co., West Allis, Wisc.; Federal 
Pacific Electric Co,. Newark, N.J.; 
I-T-E Circuit Breaker Co., Philadel- 
phia, Pa.; and Westinghouse Electric 
Corp., Pittsburgh, Pa. 

The complaint is based on the pur- 


chase of circuit breakers for $500,- 
000 since 1951 by the plaintiff, the 
complaint states. 

Named in the other complaint are 
Moloney Electric Co., and Wagner 
Electric Corp., both of St. Louis; 
General Electric Co.; Allis-Chalmers; 
McGraw-Edison Co., Elgin, Ill.; and 
Westinghouse Electric Corp. The 
complaint is based on the purchase by 
the plaintiff of power transformers 
valued in excess of $400,000 since 
1956. 


LOS ANGELES — Triple damages 
of $3,234,000 resulting from alleged 
overcharges for circuit breakers bought 
from large electrical equipment manu- 
facturers have been claimed in a suit 
filed by this city’s Department of 
Water and Power. Named in the ac- 
tion were: Allis-Chalmers Mfg. Co., 
General Electric Co., Federal Pacific 
Electric Co., I-T-E Circuit Breaker 
Co., and Westinghouse Electric Corp 


identical Bids: 





Distributors Named 
In Bid Rejection Action 


WASHINGTON, D.C.—Among 15 
identical bids rejected by the Bureau 
of Reclamation last month were those 
submitted by two major electrical 
wholesale companies. Named by the 
government among bids submitted on 
more than $1,250,000 of electrical 
equipment sought by the Interior De- 
partment were: General Electric Sup- 
ply Co., Denver; and Graybar Elec- 
tric Co., Inc., Denver. Aside from the 
other 13 bidders named, four other 
companies on two items of equipment 
were considered competitive, and two 
small contracts, totaling $65,871, were 
awarded. 

The names of the companies re- 
leased by the Interior Department 
whose bids were rejected are: I-T-E 
Circuit Breaker Co., Denver; Kaiser 
Aluminum & Chemical Sales, Inc., 
Oakland; Reynolds Metals Co., Rich- 
mond; Anaconda Wire & Cable Co., 
New York; Joslyn Mfg. & Supply Co., 
Chicago; Maydwell & Hartzell Inc., 
San Francisco; Southwire Co., Carr- 
ollton, Ga.,; Ohio Brass Co., Mans- 
field, Ohio; A. B. Chance Co., Cen- 
tralia, Mo.; Preformed Line Products 
Co., Cleveland; Olin Mathieson 
Chemical Corp., Chattanooga, Tenn.: 
Rome Cable Div. of Aluminum Co 
of America, Rome, N. Y.; and Line 
Materials Industries, McGraw-Edison 
Co., Milwaukee. 


Continued 
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NEOPRENE 


To its string of tough, high-spirited, Bronco blue-ribbon champions Western Wire 
now adds hi-voltage cables bearing the proud brand BRONCO 66 CERTIFIED. The 
outer protecting jacket is certified to contain not less than 67.32% neoprene— 
highest content in the industry! And now—on the inside— BRONCO 66 Hi-Voitage 
cables are insulated with BRONCO XL BUTYL. This double-barreled protection 
assures you championship performance...a neoprene hide with maximum resist- 
ance to ozone, sunlight, oil, abrasion... a heart of butyl, dielectrically strong, amaz- 
ingly resistant to high temperatures, corona, and aging. A big plus value is Bronco's 
patented branding; complete identification is repeated at precise two-foot intervals 
on the jacket—vulcanized in so it won't rub off. Bronco 66 Certified Hi-Voltage types 
W, G, and SH (shielded types A, B, C, and D) are now available immediately to users 
through Electrical Wholesale Distributors. They're champing at the bit, raring to go 
to work for you. When you invest in a big cable for the long haul, call for the service 
ieee a 66 CERTIFIED! Enjoy the long-term economy of top quality. 


— ey Write for a complete description of portable Hi-Voltage Bronco 66 Cer- 
be ‘ tified. Also ask for data on our duct and direct burial hi-voltage items. 





“We were amazed at the fact that 
we continued to receive bids offering 
identical prices,” Interior Secretary 
Stewart L. Udall declared. 

“If suppliers are merely going to 
quote from identical price lists, the 
whole concept of competitive bidding 
becomes a farce and the public is 
deprived of the benefit of effective 
competition,” he said. 

The department said that the bids 
would be readvertised and that bid- 
ders would be required to certify that 
their estimates had been arrived at 
independently. The equipment involv- 
ed included insulators, conductors 
and other transmission line equipment 
for the Central Valley project in Cal- 
ifornia and the Colorado River stor- 
age projects in five states. 


NAED Issues Products 
Liability Statement 

NEW YORK—The National Asso- 
ciation of Electrical Distributors has 
issued the following statement on 
products liability: 

“Products liability insurance and 
the need for each electrical distributor 
to protect his company against claims 
arising out of the use of products 
they distribute — has been discussed 
at great length at recent NAED re- 
gional meetings. 

“It was further noted then that 
practically every major manufacturer 
of electrical products does carry prod- 
uct liability insurance for his own 
protection. 

“It was further noted that many 
manufacturers extend coverage in 
their insurance policies to include pro- 
tection of their own distributors as 
well. This is what is known in in- 
surance as the vendor-vendee clause. 

“In the recent past, a number of 
manufacturers have investigated their 
existing product liability program and, 
where it was found that their policy 
did not extend coverage to their dis- 
tributors, they made the necessary ar- 
rangements to include this vendor- 
vendee clause in their product liabili- 
ty policy. 

“The National Association of Elec- 
trical Distributors commends these 
manufacturers and sincerely hopes 
that all manufacturers will similarly 
investigate their existing products lia- 
bility insurance coverage to deter- 
mine if the vendor-vendee clause is a 
part of their insurance policy.” 


PITTSBURGH—“Power Up for 
Progress and Profit” is the theme of 
the Eighth Industrial Electric Exposi- 
tion sponsored by the Electric League 
of Western Pennsylvania and sched- 
uled for Nov. 7, 8, and 9, 1961, 
at the Penn-Sheraton Hotel, Pitts- 
burgh. 
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KNOW YOUR 
SYMBOLS 


¢ BullDog Duplex Pushmatic— 


This symbol stands 
rcuit breaker 


Still the 

fed leader in 
residential safety 

and convenience! 











The leader in safety . . . BullDog’s 
Duplex Pushmatic® circuit breaker pro- 
vides two protective systems in each cir- 
cuit. A thermal control teams up with a 


THERMAL 


Thermal device tion under any residential operating condi- 
in each circuit ° . ° ° . 

guards against tion and to avoid nuisance tripping. Bolted 
overloads, but . . ~ 
avoids nuisance bus-bar connection assures tight, positive 
ripping for . oii 
short-lived contact that prevents overheating. This 
normal current 


oan be maximum electrical safety is your best 


magnetic coil to assure maximum protec- 





protection against costly trouble calls! 


The leader in convenience .. . the 

Duplex Pushmatic puts two general-pur- 

pose circuits, 15 or 20 amps, in the panel 

space of one—provides maximum circuit 

flexibility with smaller, less expensive 

protects each panels. And the Duplex is the only breaker 
Duplin. with exclusive pushbutton convenience. 
event of @ Also, a tripped breaker can be identified 
instantly by sight or touch, resets with a 

push of the finger. For complete details on 

Pushmatic breakers and panels, write for 

ee your “‘Pushmatic Pocket Guide” —it’s free! 


BullDog Electric Products Division, |-T-E Circuit Breaker Company, Box 177, Detroit 32, Mich. in Canada: 80 Clayson Rd., Toronto, Ont. Export Division: 13 East 40th St., New York 16, N.Y 


I-T-E CIRCUIT BREAKER COMPANY 


BULLDOG ELECTRIC PRODUCTS DIVISION 





ee 
HERE'S WHY YOU BENEFIT 


FROM FURNAS ELECTRIC 


DISTRIBUTOR SALES POLICY 


The extensive Furnas 

line, with many exclusive 

features, means higher 
profits for you. 


Size 00 
Class 158 


Class 15C* 


Size 134 


Class 14E ize 0 


S 
Class 14C 


Size 22 ‘‘s Size 2 / 
Class 146° rs Class 14F ff *Exclusive Furnas Sizes 


Furnas Electric Magnetic Starters have features that produce 
a better inventory-dollar turn-over rate. 

These Magnetic Starters have a more favorable pricing struc- 
ture due to additional sizes offered—9 choices instead of the 
usual 5. 

Magnetic Starters produce greater profit per dollar invested. 

The Company cooperates with the Distributor, helps to better 
inform Distributor men on Motor Control. 

Distributors carry Company field stocks. Customers and orders 
are referred to Distributors for handling. 

To get the full story, read the complete Distributor Policy 
Statement . . . ask for Distributor Portfolio 5412. 


Write today — 1069 McKee St., Batavia, Illinois 
A103 


FURNAS ELECTRIC COMPANY 


BATAVIA, ILLINOIS 


SALES REPRESENTATIVES IN ALL PRINCIPAL CITIES 


North of the Border: 





Search Identical Bids 
In Canadian Fixtures 


OTTAWA, Ont. —The Canadian 
electrical industry, badly jolted by 
combines investigations in the past, is 
in for another shock. Combines 
sleuths are quietly collecting evidence 
of identical bidding—principally on 
municipal tenders for electrical fix- 
tures—that is expected to lead to a 
full-scale inquiry into operations of 
some members of the industry. 

D. H. Henry, director of investiga- 
tions, said a complaint from the Tor- 
onto board of education that identical 
tenders were received for some 29,- 
000 bulbs and lamps was only one 
of many the branch was investigating 
across the country. 

Henry made an oblique reference 
to the pending inquiry in a speech to 
electrical distributors in Quebec City. 
“TI think it is fair to say that industry 
is on trial in the public mind (for 
identical bidding),” he said. “And 
it may find itself in the position of 
attempting to conduct its defense on 
ground not of its own choosing.” 

Identical bids alone are not evi- 
dence of a “combination in restraint 
of trade” (bid rigging) under the com- 
bines act, Henry said. 

In reference to the U.S. bid rigging 
case, the Canadian equivalent of the 
case took place in 1954, when 10 
electrical wire and cable companies 
were fined a total of $82,000 for rig- 
ging bids, he said. 

“The industry got a clear warning 
then,” Henry said, “and there is no 
evidence the U.S. bid-rigging slopped 
over into this country.” 

Henry said the principal reason for 
so many identical bids is because 
price lists from the manufacturers are 
often the same. 


Lighting News: 





Fixture Sales 
Expected To Rise 
CHICAGO—Among 20 electrical 
wholesaling firms reporting, according 
to the American Home Lighting In- 
stitute, lighting fixture sales for the 
month of February dropped 5.3% 
However, improved sales were expect- 
ed in March and April on the basis 
of slightly improving housing starts 
and probable low inventories. 
Manufacturer sales of lighting fix- 
tures continued to slump through Feb- 
ruary, along with housing starts. Total 
sales by manufacturers were down 
14.7% below February of 1960. All 
eleven reporting firms showed lower 
sales volume for the month. 
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remain beautiful 
with T&B Floor Boxes 


add the beauty of burnished bronze 
to tile, terrazzo, linoleum or 
concrete floors 


With the exclusive construction of T&B floor boxes, 
all unsightly screws are concealed, leaving only 

the polished bronze cover plate visible. 

Concrete tight...levels 10° in any direction... 


” 


adjusts 54” vertically. 


Y Patent Pending 
— 


CAT. NO. 1753 
REDDY-TILT FLOOR BOX — SHALLOW FILL 


Designed for easy installation, with a variety 
of interchangeable accessories and receptacles. 


Patent Pending 


oa CAT. NO. 1754 
‘UL SP REDDY-TILT FLOOR BOX — NORMAL FILL 
[Pas aw ae ae ae ee ae eee en en ane en en en en enen eae 


THE THOMAS & BETTS CO. 


INCORPORATED 


ELIZABETH 1, N. J. 
IN CANADA, THOMAS & BETTS LTD. MONTREAL 


GENTLEMEN: PLEASE SEND ME BULLETIN NO. F13-144 


TeB THOMAS & BETTS 


NAME 





ADDRESS 





city 
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Of Course they Snap-on! 


End Costly Mismatches with famous 


“SIZE-MARKED” | 


MINERALLAC 


Jiffy’-Clips 


Minerallac—the originator of the famous and 
widely imitated “‘Jiffy-Clip’—is the only com- 
pany to make FOUR complete lines of these 
clips. The most complete choice on the market 
today. Fits 4%” copper tubing and up to 6” 
iron pipe. 


Heavy Duty 
and 
Medium 
Clip 


Min-€ 
Snap-On 
Clip 


. Ke 
. (~* f 


Jiffy-Clips 


MINERALLAC HEAVY DUTY AND MEDIUM CLIPS 
Made of heavier material. Has exclusive in- 
verted rib, that provides more strength at the 
bend of clip... and, of course, adds the bene- 
fits of famous ‘“‘Snap-On”’ feature. Heavy-duty 
clips available in aluminum. 


MINERALLAC MIN-E SNAP-ON CLIPS 
Made of zinc plated steel. Available in 14", 34” 
and 1” T.W. Also used for 4” and 34” rigid 
conduit or pipe and 4%", \y” and 34” flexible 
conduit. Exclusive “Snap-On”’ feature. 


MINERALLAC STANDARD JIFFY CLIPS 
Another Minerallac “‘Original.’’ Expert design 
and controlled manufacture have made Min- 
erallac Standard Jiffy Clips the preference of 
the electrical industry for many years. These 
standard clips, are available in Steel and 
Everdur for hanging tubing, pipe, conduit 
and BX cable. Copper plated also available. 


SOSH EEHEHEEHETESE SESE ESET EEEEE 


Exclusive Feature! 

Each Minerallac fitting is “SIZE-MARKED”. All ar 

clearly and individually stamped with its exact size f 
mediate identification and quick and easy handling 

Ends time ning gue 

work and costly mismatche 

the stock room and the jot 


> 


AN 


WHEN IT’S KS 


Clee, 
YOU CAN | \owet 
BE SURE! a 


CHOOSES ETE SH HEHEHE H SHEESH EEEEE 


SCOCCHEHESOSSHR SESE TESEEEEEEE 
Feeeeeeeeceeeeeeeeeeeseeeeese 


Order from Your Electrical Wholesaler 


LITERATURE OR SAMPLE ON REQUEST 


MINERALLAC CZavize COMPANY 


TABLISHED 1894 


25 N. PEORIA STREET « CHICAGO 7, ILLINOIS 


CAPITOL CIRCUIT 





e@ The voices of the AFL-CIO building trades unions aren’t stilled 
by the apparent defeat in the current Congress of their proposed on- 
site picketing legislation. Craft union leaders intend to keep pressure 
on for a bill that would permit construction workers to picket con- 
struction sites without running into a Taft-Hartley violation. The 
law currently bans such picketing where it affects the work of any 
contractor other than the one involved in the dispute. Because a 
construction project generally has a number of contractors on the 
scene, the craft unions claim they are barred from effective picketing. 

The building trades campaign in this Congress for sites picketing 
collapsed—not because of a cold reception on Capitol Hill but be- 
because of opposition from the AFL-CIO’s industrial unions. In past 
years, the industrial unions in the Capital have backed the building 
trades dept. This time, in hearings before a House Labor Subcom- 
mittee, Industrial Union Dept. secretary-treasurer James Carey noted 
his unions don’t like the legislation as it is written. Said Carey: If the 
craft unions escape secondary boycott curbs through new legislation, 
the industrial unions want to share in the good fortune. 

Because of the inter-union disagreement, the subcommittee 
wouldn’t approve the bill. In Congress even the liberal bloc is reluc- 
tant to vote for labor legislation that doesn’t have the full support of 
the major unions. Voting for one group, in this case, meant treading 
on the toes of another. With this choice the legislators preferred to 
leave it alone. 

Behind the craft-industrial split is a raging jurisdictional rivalry. 
The feud isn’t new—it has been going on for twenty years—but it 
has picked up tempo in the latest recession. The dearth of jobs in in- 
dustrial plants, particularly in steel, autos, rubber and electrical firms. 
has resulted in both groups competing for employment. The stakes 
are construction and maintenance work. The industrial unions are 
seeking to hang on to such work for their production employes; the 
crafts are seeking the same work through outside contractors. 

Two important jurisdictional cases now before the Supreme Court 
are adding fuel to the fire. Both evolved from industrial union efforts 
to keep craft unions and outside contractors from doing work in the 
manufacturing plants where they represent production employees. The 
first case involves General Electric Co.’s Appliance Park plant in 
Louisville, Ky. The International Union of Electric Workers, in a 
strike against GE, picketed a plant gate reserved for employees of 
contractors, which the National Labor Relations Board held was a 
secondary boycott. In the second, United Steelworkers members 
prevented craft union employees of an outside contractor from doing 
construction work at U. S. Steel’s Tennessee Coal & Iron division in 
Bessemer, Ala. Last month, the U. S. Court of Appeals agreed with 
the NLRB that this too was an unfair labor practice. 

Whatever the high court finally rules, it’s expected to stir the ri- 
valry further rather than to settle it. 


* * 7 


e@ The new federal program of aid to help depressed areas will sup- 
port construction of facilities in 103 labor market areas and some 500 
rural counties, mostly in the South. The $394 million program of 
loans and grants is aimed at providing plant facilities and public 
works to attract new industry into areas of chronic unemployment. 

In order to qualify, a community must have a local commission or 
non-profit organization to administer the program. The commission 
must present an over-all economic plan to a depressed areas ad- 
ministrator in the Commerce Department which shows that economic 
recovery is feasible and that 35% local financing can be attracted 
to supplement government support. The program also allows urban 
renewal funds to be used for redeveloping blighted areas into indus- 
trial sites. 
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more value 


This new line of Allen-Bradley motor control will change 
every idea you have had about starter size, performance, 
and life. The small size—especially in the higher ratings 
—is startling. Yet rating for rating the operating life and 
reliability have been increased many times. Built into 
each of the seven sizes of this new Allen-Bradley line is 00 NP. 220 ¥ 
an ability to interrupt tremendous currents and to operate 200 HP. 440/550 V 
year in and year out for many millions of operations with- 
out trouble or maintenance. 

The new Bulletin 709 starters are just as advanced in Note the compactness of both the 
oss gine - they eatin performance. All seven sizes smallest and largest starter in the 

ave an aristocratic styling and a distinctive family like- new Bulletin 709 line. Ratings up to 
ness. Brooks Stevens, famous industrial designer, has 100 hp, 220 v; 200 hp, 440-550 v 
given the enclosures such an attractive, modern style that ’ . , : 
these new starters will prove a distinct sales asset on any 
machine or installation. 

Why not write today for more information on this 
revolutionary new line of Allen-Bradley Bulletin 709 
quality across-the-line motor starters? 
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WHY THE DEMAND FOR KRALOY CONDUIT? | 


Corrosive gases, liquids, vapors or electrolytic action will not corrode 
a Kraloy Rigid PVC raceway. Kraloy is from 18% to 30% faster to 
install than any metallic conduit, and conductor pulling requires far 
less time and energy. Conductors are more than amply protected from 
crushing and impact. Conduit is U/L listed for underground burial or | 
encasement in concrete, will not support combustion, and will not spark. | 
Your Kraloy representative will elaborate on the above features, or write 


Kraloy/Chemtrol Co., Electrical Conduit Division, 402 W. Central Ave., SantaAna, Calif, 


KRALOY ELECTRICAL KRALET ELECTRICAL 
CONDUIT ACCESSORIES 





CALENDAR OF EVENTS 





June 


16th Annual Los Angeles 
Home Show 
Los Angeles Memorial 
Sports Arena 
Los Angeles, Calif. 
June 1-11 
Edison Electric Institute 
Annual Convention 
New York City 
June 5-7 
National Industrial Service 
Association 
Annual Convention 
Jack Tar Hotel 
San Francisco, Calif. 
June 11-14 
National Association of Bidg. 
Owners & Managers 
54th Annual Convention 
Minneapolis, Minn. 
June 18-22 


American Institute of 
Electrical Engineers 
Summer General Meeting 
Statler Hall 
Ithaca, N.Y. 
June 18-23 


July 
N.Y. State Assn. of Electrical 
Contractors & Dealers 
62nd Annual Convention 
Whiteface Inn 
Lake Placid, N.Y. 
July 2-7 
NHMA Nat’1 Housewares Exhibit 
Lakefront Exp. Center 
Chicago, Ill. 
July 10-14 


August 


Western Electronic Show 
& Convention 
Cow Palace 
San Francisco, Calif. 
August 22-25 


American Institute of 

Electrical Engineers 
Pacific General Meeting 
Salt Lake City, Utah 
August 23-25 


National Association of 
Electrical Distributors 
Eastern Region Meeting 
Saranac Inn 
Saranac, N.Y. 
August 27-30 


September 


American Home 
Lighting Fixture Month 
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New from Johns-Manville! 


Now! Sell the finest plastic tape... 
in the handiest dispenser! 


THIS BRAND-NEW DISPENSER 
makes handling plastic electrical 
tape far easier than ever before! 
Far safer, too, because the cutter is 
permanently shielded .. . can’t snag 
hands or clothes. 

From beginning to end, your cus- 
tomers will save time and trouble 
with J-M Dutch Brand Plastic Elec- 
trical Tape in this great new dispen- 
ser. And they will like all ten of the 


JOHNS-MANVILLE 3/f) 


DUTCH BRAND ELECTRICAL TAPE 


important advantages shown on the 
right. 

But, see for yourself! Get all the 
facts on Dutch Brand® Plastic Elec- 
trical Tape in the handy new dis- 
penser from your J-M Dutch Brand 
man. Or write or wire E. H. Wells, 
Vice President, Dutch Brand Divi- 
sion, Johns-Manville, Box 14, New 
York 16, N. Y. In Canada: Port 
Credit, Ont. Cable: Johnmanvil. 


JOHNS MANVILLE 


puCcTS 


TEN IMPORTANT ADVANTAGES! 


1. Permanently shielded cutter! 
2. No moving parts to snag hands, 
clothes! s. Can’t dull or clog! 
4. “Tape-and-tear” with one hand! 
8. Special “grip-strip” for faster 
starting! 6. Full 66’ of finest plas- 
tic electrical tape made! 7. Pre- 
loaded ... ready to go! s. Protects 
tape against dirt, grease! 9. Big 
center hole for easy handling! 10. 
COSTS NO MORE THAN TAPE ALONE! 





Adjustable 
STEEL 
FLOOR 
BOX 


we 190-N R Series 
No Receptacle 


with 2-Part 
TIN LID 


A standard 4” octagon, brass-fopped water-tight 
floor box 242” deep with brass adjusting ring 
permitting 2” height adjustment in addition to 
three screw legs 212” long. 

A 2-part Tin Lid is provided in order to pour 
concrefe to very fop in one operation. After con- 
crete is hardened, the top part of the 2-part 


tin lid can be removed along with top adjusting 
ring section, providing all the room you need for 
conduit attachment or wire pulling. 

A "KEY" designed to fit most popular size and 
style receptacles has been added at no extra cost. 


ea 
a tt) 


Adjusting ring for 
ovr 37190 series 
is so designed that 
“KEY" (shown in 
center of photo) 
drops easily into 
special slots. You 
select the recep- 
tacle required and 
simply “LAY-IN''; 
then ‘‘LAY-ON"’ 
receptacle ring. 


Short Stem 
—— 


(@ DUPLEX 


NOZZLES 
£ 


These modern, flanged, short 
stem duplex telephone and re- 
ceptacle nozzles come in satin 
brushed brass or anodized alumi- 
num. Standards fit 2” opening. 
¥%," stems are available, also 
grounded type receptacles. 


SOLD ONLY THROUGH 
WHOLESALERS 


Tae 


‘6 | 


8-8/ 


Ce nS 
Brass 
and 
Aluminum 


MANUFACTURING 
COMPANY 
1209-1215 JEFFERSON ST. 
LATROBE, PENNSYLVANIA 


14th Annual Business Spending Survey: 











Emphasis Is on Modernization 


American business plans to spend $35.4 billion for new 
plants and equipment during 1961, with 70% of manufac- 
turers’ investment to modernization—the highest per- 
centage ever recorded in the McGraw-Hill surveys. 


e Business now plans to spend 
only 1% less this year for new plants 
and equipment than it did in 1960. 
This is a modest increase in invest- 
ment plans since last fall’s survey. 
And advance plans for 1962-1964 
are almost as high as expenditures 
planned for this year. 

e Manufacturers are gearing in- 
vestment plans to modernization. 
They are devoting 70% of this year’s 
planned expenditures toward that pur- 
pose—the highest percentage ever 
recorded in the McGraw-Hill surveys. 

e Manufacturing companies were 
operating at an average rate of 77% 
of capacity at the end of 1960. They 
plan to increase their capacity at a 
rate of slightly more than 3% per 
year over the next four years, a much 
more modest rate compared with early 
postwar years. 

e Manufacturing 
pect unit sales to rise 3% this year 
and another 20% by 1964. The ex- 
pected rise in sales over the three 
years ahead is double the planned in- 
crease in capacity. If sales expecta- 
tions materialize, operating rates 


companies ex- 


would be close to preferred levels and, 
in some industries, a need for new 
expansion programs would arise. 

e The flow of funds from depre- 
ciation will rise 8% this year and an- 
other 16% by 1964. Cash flow—de- 
preciation plus retained earnings—is 
expected to increase 9% this year. 

e American industry is continu- 
ing its emphasis on research and new 
product development programs. R & 
D performed by industry will amount 
to $10.5 billion this year and $11.7 
billion by 1964. These R & D efforts 
will assure a continuing flow of new 
products and new processes. Manu- 
facturers estimate that 14% of their 
1961 sales will be in new products. 


Modernization Trend 


American business now plans to 
spend only 1% less for new plants 
and equipment this year than it did in 
1960. And advance plans for 1962- 
1964 are almost as high as expendi- 
tures planned for this year. More 
than ever before manufacturers are 
striving to modernize their obsolete 
facilities. This year, manufacturers 


More Modernization, Less Expansion 


Percent of Capital Spending for: 


1960 


INDUSTRY sion 


Iron & Steel 19% 81% 


Nonferrous Metals 40 60 
Machinery 20 80 
Electrical Machinery 40 60 
Autos, Trucks & Parts 15 85 
Transportation Equipment 
(Aircraft, Ships, 
R.R. Eq’pt.) 42 
Fabricated Metals & 
Instruments 48 
Chemicals 
Paper & Pulp 
Rubber 
Stone, Clay & Glass 
Petroleum & Coal 
Products 
Food & Beverages 
Textiles 
Misc. Manufacturing 
ALL 
MANUFACTURING 
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1S% 85% 24% 76% 
33 67 46 54 
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are devoting 70% of their invest- 
ment to modernization—the highest 
percentage ever recorded in_ the 
McGraw-Hill surveys. 

American business as a whole plans 
to spend $35.4 billion on new pro- 
ducing facilities this year. This is only 
$340 million less than was spent last 
year, but still about $1.6 billion be- 
low the 1957 peak. Not all industries 
have revised plans upward since last 
fall. But in those industries where 
capital investment is highest—ma- 
chinery, autos, chemicals, petroleum, 
electric and gas utilities, communica- 
tions and transportation other than 
rail—plans have moved upward. 

And business already has plans for 
a high level of expenditures in the 
next three years. Investment plans for 
business as a whole for 1962 and 1963 
are only 5% below 1961 and plans for 
1964 are already 1% above 1963. As 
new projects are added, the actual 
rate of spending will rise. Several in- 
dustries—nonferrous metals, 
fabricated metals and _ instruments, 
chemicals, rubber and petroleum have 
investment plans which are higher in 
1964 than 1961. 

Generally, plans for more than one 
year ahead have been considerably 
lower than the current year because 
companies’ plans are incomplete and 
because it is impossible to foresee all 
contingencies which may arise. Plans 
for 1962-1964 are highly tentative 
Plans can, and frequently do, change 
to conform with future developments 
in overall business conditions. But the 
fact that plans beyond 1961 are now 
at a very high level would indicate 
that actual spending may turn out to 
be considerably higher. Considered in 
the light of past performance, pre- 
liminary plans for future years are a 
bright omen for 1962-1964. 

Manufacturing companies now plan 
to spend $14 billion this year and very 
nearly the same amount in each of the 
three years 1962-1964. The largest 
single manufacturing industry in capi- 
tal spending is the petroleum industry, 
where present plans indicate expendi- 
tures of $2.85 billion this year and an 
almost equal amount through 1964 
Despite an operating rate of only 
about 50% of capacity, the steel in- 
dustry plans to continue investing over 
$1 billion in each of the next four 
years. 

The chemical industry which is 
spending $1.66 billion this year is 
planning to spend nearly the same 
amount in 1962 and 1963, and plans 
for 1964 are already higher than 
1961. Both machinery and auto com- 
panies are planning $1 billion a year 
expenditures between now and 1964. 

In the nonmanufacturing industries 
electric and gas utilities are spending 
over $6 billion this year (close to the 
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SEEING 18 
BELIEVING 


Your customer sees exactly what he’s getting 
No opening of carton to check contents. . . 


Do you believe in ‘“‘Wet Paint” signs? Lots of people don’t. They 
would rather have blue finger tips than go through life wondering 
whether that sign meant business. And they would rather open a 
carton and look inside than to trust its label. Perhaps there is nothing 
you can do about the fingerprints in the fresh paint, but you can save 
your counterman’s time, and satisfy your customer’s curiosity, by 
stocking and selling tapping screws in window cartons. 

That’s right, Porcelain Products Company now offers a full range 
of sizes of plated, pan head, tapping screws (sheet metal screws) 
packed in 100’s in attractive cartons with Mylar* windows. The 
customer always sees what he’s getting. And what he’s getting is 
what he wants: a pointed, self-tapping screw for use in wood or metal, 
a plated screw to resist rust, and a screw with a wide, flat “pan” 
head that generally requires no washer. 

By ordering tapping screws along with other Porcelain Products 
items, you can order as many, or as few, as you want in standard 
package quantities and not have to pay freight. Just so the total 
order exceeds 200 pounds. Remember you save three ways—(1) by 
reducing paper work, (2) by eliminating inbound freight charges, 
and (3) by having the merchandise on hand when you need it—when 
you combine your requirements on one purchase order. Write today 
for prices on tapping screws and for a complete catalog. 


* Dupont trademark Reg. U.S. Pat. Office 





PORCELAIN PRODUCTS COMPANY 


CAREY, OHIO, U.S.A. 





How a new product 


can DOUBLE your 


splicing tape sales 


Okoweld—Okonite’s remarkable new splicing 
tape—can double your splicing tape sales 
when promoted with effective demonstration. 


Here’s how Mr. Al Maczko, a tape distributor 
salesman for National Electric Co. of Passaic, 
N. J., uses this demonstration for Okoweld, 
the only tape required for making a splice 
or termination up to 2000 volts. 


“First, I point out Okoweld’s self-fusing qualities—the same 
qualities that make all Okonite tapes the best covering for 
splices and terminations. Then I point out that Okoweld is 
the only tape of its kind with Underwriters’ Laboratories 
approval as the sole covering for electrical connections. This, 
of course, is a telling point, but a demonstration makes it 
most effective. 


wie 4 , 


“‘Next, I snugly wrap a length of Okoweld around a pencil. 
It promptly fuses together. When my customer sees how 
the layers fuse into each other and become a solid wall of 
moisture-proof, void-free cable insulating compound, he’s 
ready for the ‘close.’ 


“I close by pointing out that this new tape applies easily 
and that it is guaranteed against oozing, slipping or separat- 
ing into layers. Then I ask my customer if he knows of any 
other tape with all those qualities that is the only tape needed 
for splices and terminations up to 2000 volts. (Okoweld, of 
course, is the only one.) 


“Then I ask for the order—and usually get it.”’ 


Try this “‘sales-maker” demonstration of Al Maczko’s—your tape 
sales will jump. 


Ask about Okonite’s splicing movies and tape calculator. They’re 
designed to help you increase your tape sales. 


THE OKONITE COMPANY 


Subsidiary of Kennecott Copper Corporation 
Passaic, New Jersey 6667-REV 


OKONITE’S BASIC MARKETING POLICY IS TO SELL TAPE THROUGH AUTHORIZED ELECTRICAL DISTRIBUTORS 
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record spent in 1957) and have plans 
very close to this level for the next 
three years. Other transportation and 
communications companies indicate 
annual expenditure plans of approxi- 
mately $4.5 billion. Commercial com- 
panies plan to spend a record $8.6 
billion this year, reflecting a continued 
upswing in construction of new shop- 
ping centers, warehouses, office build- 
ings and other service establishments. 
But plans taper off after this year. 

e Modernization vs. Expansion 
Taken as a whole this survey high- 
lights industry’s growing concern with 
obsolescence. Increased emphasis on 
modernization has been evident since 
1958, but this year, manufacturing 
companies plan to spend a greater 
percentage of their investment to 
modernize their producing facilities 
than in any previous year. This effort 
to update obsolete and worn out plants 
and equipment is expected to con- 
tinue in the years 1962-1964. Having 
spent 69% (4 points more than they 
had indicated they planned to spend a 
year earlier) of their 1960 investment 
for modernization, manufacturers, on 
the average, have plans to increase 
this proportion to 70% in 1961 and 
to devote two-thirds of their invest- 
ment to modernization in the years 
1962-1964. 

On the other hand, with a step-up 

in the proportion of capital spending 
devoted to modernization, the pro- 
portion planned for 1961 expansion 
is smaller than in any previous sur- 
vey. In only one industry, chemicals, 
is the proportion going for expansion 
in the years covered by this survey 
above 50%. The stabilizing of the 
modernization-expansion proportion at 
70-30% in manufacturing indicates 
that, if capital spending programs for 
future years are revised upward, they 
may well include a higher percentage 
for expansion. 
e Construction Business as a 
whole plans to put 24.1% of its total 
1961 capital investment into new con- 
struction, 32% in motor vehicles and 
71.4% in other equipment and ma- 
chinery. These percentages are a fur- 
ther reflection of the trend toward 
modernization. 

This is about the same division as 
last year. The distinction between 
buildings and equipment varies from 
industry to industry and is especially 
difficult to make in chemicals and pe- 
troleum, but these figures do indicate 
the trend of such purchases. 

Manufacturers plan to devote only 
15.8% of this year’s investment to 
buildings, 2.4% to motor vehicles and 
81.8% to other equipment and ma- 
chinery. Only commercial companies 
plan to spend more than half of their 
total investment for construction. 
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Regional Expenditures 


The North Central states will con- 
tinue to get the lion’s share of manu- 
facturers’ capital investment. Over 
27% of this year’s planned invest- 
ment will go to this region and manu- 
facturing companies plan to spend 
nearly the same amount in 1962 
However, this is a smaller percentage 
than manufacturers indicated they 
were spending in this area in the past 
four years. 

Approximately 23% of investment 
plans for both this year and next will 
go to the Middle Atlantic area. The 
South, which now ranks third in in- 
vestment, has received a growing pro- 
portion of capital investment over the 
past four years. Manufacturing firms 
expect to put 22% of this year’s plant 
and equipment in the South and close 
to this amount next year. New Eng- 
land, the South Atlantic and West will 
receive a smaller proportion of in- 
vestment than in the past two years. 


Operating Rate And Capacity 


Manufacturing companies, on the 
average, were operating at 77% of 
capacity at the end of 1960. This is 
the lowest operating rate reported in 
any past survey, and it compares with 
78% at the end of 1957 when in- 
dustry was also in the throes of a re 
cession. It is substantially below the 
94% preferred rate indicated in last 
year’s survey. In these industries 
steel, nonferrous metals, machinery, 
transportation equipment, rubber, 
stone, clay and glass—the gap be- 
tween operating rates and preferred 
rates is 20 points or more 

Despite substantial amounts of un- 
used capacity, manufacturing com- 
panies plan to expand capacity at a 
rate of about 3% per year. This rate 
of capacity increase is only half the 
postwar average. 

Expansion in both the steel industry, 
which made no additions to capacity 
last year, and the petroleum industry, 
which installed only 2% additional ca- 
pacity, has virtually come to a halt 
Neither industry plans to add any ca- 
pacity this year, and steel companies 
indicate only 5% is planned between 
1962-1964, while petroleum com- 
panies expect only a 6% _ increase 
Thus almost all the $1 billion annual 
investment planned by steel companies 
and the $2.8 billion by petroleum com- 
panies will be for modernization. And 
several other industries—autos, trans- 
portation equipment, paper and pulp 
and textiles, where capacity abounds 

indicate substantially lower addi- 
tions to capacity than the average for 
all manufacturing firms 


Sales Expectations 


Manufacturing companies, on the 
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Hubbell Duplex Adapter No. 5291 is 
easy to attach. Just remove screw hold- 
ing metal or plastic plate to 2-wire 


Adapter plugs into 2-wire receptacle. 
Screw A will go through plate to 
grounded box. It is connected to both 
U-slots of adapter. 





receptacle. Leave plate in place. 








Tightening Screw A establishes adapter 
ground in a grounded system. If the 





When on existing system is not prop- 
erly grounded, the adapter may be 
grounded by connecting a grounded 
wire to green hex Screw 8. 





FAST TEMPORARY CONVERSION 
TO 3-WIRE GROUNDING SAFETY 


This polarized, plug-in adapter 
converts 2-wire duplex recep- 
tacles used with grounded or 
ungrounded systems to tempo- 
rary 3-wire grounding recep- 
tacles. Landlords find it a great 
convenience when tenants re- 
quiring 3-wire facilities cannot 
postpone occupancy until re- 
wiring is completed. 

To make a conversion, noth- 
ing in the existing system has 
to be removed except receptacle 
cover-plate screws, to make 
room for a captive screw in 
each adapter. This captive 
screw acts as a conductor from 


HARVEY 


the two U-slots to the grounded 
system. For use with recep- 
tacles in ungrounded systems, 
there is a green binding screw 
to permit connection of an in- 
dependent ground wire. Either 
way, the electrically independ- 
ent blades and contacts con- 
tinue existing split circuits. 

The polarized adapter oper- 
ates in any parallel or T-slot 
duplex receptacle with metal or 
plastic cover plates. Brown or 
ivorine bakelite, for 15 amperes, 
125 volts. Size: 1.4” from plate, 
3.3” high, 1.75” wide. 


VAG, 
3 WAC. 
Py 
= 


ecru 
INCORPORATED 
Bridgeport 2, Connecticut 


In Canada: Scarborough, Ontario 
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THE INSULATION FILM on 


Acme ELECTRIC TRANSFORMER COILS 





WOn’°’T BORN OFF: 


Here is amazing proof to demonstrate the heat resisting ability of the new insulation 
now used in the coils of Acme Electric dry type transformers. Illustration shows section 
of wire with new insulation film heated by direct flame to a temperature too hot to 


handle. 


This picture shows carbon deposit from direct flame on heated wire. 


This micro photo made after carbon deposit was wiped off shows exact area on wire 
where flame was applied. Completely free of carbonization or burning. 


The new insulation film used on Acme Electric 
transformers will greatly surpass the 220° C. re- 
quired for class H transformers. This great ad- 
vancement in heat resistibility is but one of the 
many ‘'‘no-extra cost features'’ of Acme Electric 


transformers. 


QUIE performance with sound levels 
far below acceptable standards: 
compact design; light weight, more KVA per 


pound, easy installation are other features that 


provide extra value. 


| waren ae 


SEND FOR DRY TYPE 
TRANSFORMER FOLDER AC-100. 


ACME ELECTRIC CORPORATION 


Cuba, N. Y. 


676 Water St. 


In Canada: Acme Electric Corp. Ltd., 50 Northline Rd., Toronto, Ont. 


average, expect their sales to be 3% 
higher this year—in physical volume 
This is the same expected increase 
for 1960-1961 reported in the Mc- 
Graw-Hill fall survey last November, 
but some industries have revised their 
sales expectations upwards while 
others have lowered their sights. 

The transportation equipment in- 
dustry, in anticipation of larger de- 
fense orders, now expects sales will 
rise 7% above 1960 rather than de- 
cline 4% as indicated last fall. The 
chemical process industries, chemi- 
cals, paper and pulp, rubber, stone, 
clay and glass, as well as the food 
and beverage industries now expect 
unit sales will be slightly higher this 
year than they expected last fall. 

On the other hand the steel indus- 
try which expected sales to increase 
2% this year now anticipates sales 
will be off by 1%. And the auto in- 
dustry which last fall expected to do 
as well this year as last now foresees 
a 7% decline. 

Why are companies continuing to 
expand capacity despite a relatively 
small average increase in sales? The 
answer is that over the long-run 
(1961-1964) companies expect to do 
much better than this year. On the 
average, manufacturers anticipate 
sales will increase 20% between 1961 
and 1964. 

Nonferrous metals, machinery, 
autos, fabricated metals, chemicals 
and stone, clay and glass all expect 
to exceed the 20% manufacturing 
average. No industry expects a sales 


Sales 


Percent Change 
Expected 
(Physical Volume) 
INDUSTRY 1960-61 1961-64 


Iron & Steel —1% 12% 

Nonferrous Metals 3 

Machinery 

Electrical 
Machinery 

Autos, Trucks & 
Parts 

Transportation 
Equipment (Air- 
craft, Ships, R.R. 
eq’pt.) 

Fabricated Metals 
& Instruments 

Chemicals 

Paper & Pulp 

Rubber 

Stone, Clay & Glass 

Petroleum & Coal 
Products 

Food & Beverages 

Textiles 

Miscellaneous 
Manufacturing 

ALL MANU- 
FACTURING 
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gain of less than 11% except the 
transportation equipment industry 
whose sales depend more importantly 
on defense contracts rather than on 
the general business outlook. 

It is significant that every indus- 
try, except transportation equipment, 
anticipates greater sales growth over 
the period 1961-1964 than expansion 
of capacity. For manufacturing as a 
whole the expected rise in sales during 
this period is exactly double the plan- 
ned capacity increase. If realized, this 
would bring operating rates close to 
preferred levels and, in some indus- 
tries, a need for new expansion pro- 
grams. 

e Depreciation — American business 
appears to be in a strong financial 
position to support its capital spend- 
ing plans. Business as a whole expects 
its depreciation allowances to in- 
crease 8% this year. (Estimates in 
this survey are based on depreciation 
deductions for tax purposes. Some 
companies recerd depreciation differ- 
ently on their own books.) In past 
surveys nearly half the reporting com- 
panies indicated they would increase 
plant and equipment expenditures 
if depreciation allowances were in- 
creased, so any governmental liberali- 
zation of depreciation regulations 
would strengthen firms’ financial posi- 
tions to carry out investment plans. 

For the first time companies were 
also asked how much they anticipate 
their cash flow—depreciation plus re- 
tained earnings—will increase. Busi- 
nessmen as a whole expect cash flow 
to go up 9% this year. Manufacturers 
anticipate an 8% increase. These fig- 
ures suggest that this year’s net profits 
after taxes will be higher than last 
year since cash flow is up more than 
depreciation. 

As might be expected, the indus- 
tries which expect sales to rise at 
least 3% or more (the average for 
manufacturing is 3%) also expect 
their cash flow to increase more than 
the 8% manufacturing average. These 
industries include machinery, electrical 
machinery, transportation equipment, 
fabricated metals and instruments. 

Funds available to U. S. business 
through annual depreciation deduc- 
tions are expected to increase 16% 
between 1961 and 1964. This will 
provide a strong support for capital 
spending programs over these years, 
for, last year, over 80% of the coop- 
erating companies indicated it is their 
policy to spend all or nearly all of 
their depreciation on new plants and 
equipment. 

Anticipating a decline in sales and 
profits this year, both the steel indus- 
try and the auto industry foresee a 
drop in cash flow of 7% and 5% 
respectively. 


Continued on page 126 
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keep those SS 
te/ephone orders 
coming from far... 


and near 
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INDUSTRIAL 
Koiled Kords 


pay a LONG, LONG profit 
Koiled Kords retractile cords 
have innumerable applications 
in industry. By maintaining a 
minimum stock of the most 
used sizes — which we will 
help you select — your 
telephone orders should bring 
you steady, highly profitable 
business. Ask us for details. 


* Trademark 








Kolled Kords 


A Subsidiary of Whitney Blake Company 
NEW HAVEN 14, CONNECTICUT We'll gladly send 


you this complete 
catalog FREE 
Telephone: CHestnut 8-5515 TWX NH-84 on pen 
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IS THE 


ONLY SOURCE 
FOR DOUBLE AND 
TRIPLE FLOODLIGHT 


RECTANGULAR 
ROUND 
ELLIPTICAL 


Porcelain Enamel Finish 
Cast Aluminum Slip Fitters 
and Wiring Hubs 
s 
WRITE FOR 


FLOODLIGHT CATALOG No. 9A 


QUADRANGLE MFG. CO. 


32 S. PEORIA ST. 


CHICAGO 7, ILLINOIS 


| A Look Back at the Mildest Postwar Recession... 


Gross National Product (Seasonally Adjusted) 


18 —_—__—__—_.—- 


Prerecession Peaks 


Nov. 1948 
July 1953 
July 1957 
May 1960 


Troughs 
Oct. 1949 
Aug. 1954 


Apr. 1958 
Feb. 1961 


Index (Prerecession Peak=|00) 


Quarters Peak to Trough 


VERY important indicator suggests 

that our economy has just gone 

through its mildest recession in the 
postwar period. To illustrate this, we 
have plotted the trend of two key 
indicators during the four postwar re- 
cessions and recoveries. The peaks 
and troughs used are those generally 
selected by most economists. In gen- 
eral the charts show that the degree 
of decline in the most recent recession 


Trough 


source: Department of Commerce, McGrow-Hill Department of Economics 
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Quarters to Recovery 


was milder than in past recessions, 
and also that the time span covered 
by the recession was shorter than the 
other three. 

The forecast of what’s ahead for 
the remainder of this year for each of 
the two indicators shows how the 
present recovery may shape up when 
compared with the three other post- 
war recoveries. The charts illustrate 
GNP and Industrial Production. 


Industrial Production (Seasonally Adjusted) 
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New Plants and Equipment: 





Continued from page 125 


Research And New Products 


The increasing pressure to mod- 
ernize, to cut costs and to bring out 


new products could boost plant and 


/equipment expenditures in the years 


1962-1964. New products are a 
powerful competitive tool for enticing 
new consumers and capturing a big- 
ger market 


Industry continues .o intensify its 
research and development programs. 
Research and development performed 
by industry will amount to $10.5 bil 
lion this year, an increase of 7%. 
Industry already has plans to push 
this level of research spending to 
$11.7 billion by 1964—a preliminary 
figure which could be increased by 
pressure to develop new products, to 
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install new low-cost processes and to 
improve the competitive quality of 
present products. 
New products are, in fact, the 
impetus behind industry’s plans for the odds are to NOW ..- 


higher sales. In manufacturing, com- 


panies now indicate that 14% of you'll sell more 


their 1964 sales will be in new prod- 


ucts—whether products not made in 

1960 or products sufficiently changed CHANNELLOCKS 
to be considered new. This is the big- 

gest percentage of new products re- Your CHANNELLOCK sales 
corded in any past survey report. opportunities are better 

The transportation equipment indus- than ever... 5 times bet- 
try, largely aircraft, expects the largest ter. Here’s why. Now you 
single increase (27%) of its 1964 sales can offer your customers 
to be in new products. Since McGraw- their choice of 5 distinct 
Hill first asked this question, the trans- sizes of CHANNELLOCK 
portation equipment industry has far Pliers. The wider their 
outstripped all others in new product choice, the surer your sale! 
development. But also significantly Best of all, each member 
above the 14% average are machin- of the CHANNELLOCK five- 
ery companies (22% of 1964 sales some is an established 
in new products), chemicals (20%) fast-seller .. . hundreds of 
and electrical machinery (16%). thousands of them are sold 

For the first time companies were every year. Show ‘em all 
asked how well their new product é i" ’ 
anticipations had turned out es how five - +. and you'll sell all 
much of their 1960 sales were in new five. 
products, items, not produced in 1956. 
Manufacturing as a whole indicated 
that 10% of its 1960 sales were in 
new products — exactly the amount 
they had anticipated four years ago 
Obviously, plans for new products are 
just as carefully thought out as addi- 
tions to capacity, or other aspects of 
investment programs. Every industry 
came within 5 points of what it had 
expected and several industries hit it 
right on the nose. 

To augment their research effort 
manufacturing industries are spending 
$653 million, or nearly 5% of total 
capital investment, this year for re- 
search facilities. The chemical indus- 
try continues to be the largest spender 
on research facilities—$123 million, 
followed closely by the transportation 
equipment industry—$92 million. 

If these outlays for research facili- 
ties were added to manufacturer's re- 
search expenditures, it would bring 
their total research effort in 1961 to 
over $10.5 billion 

Companies were also asked what 
proportion of their research and de- 
velopment programs (including invest- 
ment in research facilities) were for 
commercial products as opposed to 
military products. For manufacturing 
as a whole 57% of 1960's research 
effort was devoted to commercial 
products. But in the food, paper and 
fabricated metals industries it was 
100%. Only the aircraft industry 
devotes the bulk of its research effort 
(91%) to the development of mili- 
tary products. 

The full result of this huge re- HAM ¢ ‘ m 
search and development program will sid re oF f: Meadville, Pennsylvania 
not be evident immediately. More than 2 ey 


rete | 
| 
‘ 














June, 1961—ELECTRICAL WHOLESALING 





NO. 5521 


LEVITON QUALITY tals... 
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“You're right in figuring 
Leviton on this bid!... 


“Darn right! I've been very happy with Leviton on the 
last two jobs. And this may mean the third.” 


This typical wholesaler-contractor conversation at bid 
time is being repeated ’round the country. Leviton’s 
line of specification grade devices have caught on. 


Everyone is pushing Leviton because of the delivery, 
the price, the completeness of line and the consistent 
quality. Architects and engineers have the confidence 
to specify Leviton on their biggest projects. 


Quiet Switch in 15A.-120-277V.A.C. only 
and 20A.-120-277V.A.C. only 

HIGH CAPACITY will accommodate the 
high inductive loads of fluorescent systems, 
or full rated capacity of tungsten filament 
lamp loads. Take full load currents up to 
80% of the switch rating for motor control. 


LEVITON QUALITY 
TALKS BUSINESS 


LEVITON MANUFACTURING CO., INC., 
BROOKLYN 22, N.Y. 
Chicago + los Angeles + Montreal, Canada 


Pawtucket, Rhode Island, a Leviton sub- 
eed sidiary, for a complete line of insulated 
wire and cable products. 


| 2 Contact American Insulated Wire Corp., 





half the cooperating manufacturing 
companies (55%) indicate they expect 
their research and development pro- 
grams to pay off in three years or 
less. But for some firms the payoff 
period is much longer; 34% said that 
it takes four to five years and 11% 
indicated it took six years or more. 
A long payoff period is particularly 
evident in the petroleum industry— 
50% of the companies answering 
stated they did not expect their R & 
D to pay off for six years or more. 





New Members Elected 
To NAED Board 


DETROIT, Mich.—New members 
to the board of governors of the Na- 
tional Association of Electrical Distrib- 
utors have been announced. Each man 
has been elected to serve on the 
NAED board for a period of two 
years. Since the board is a continuing 
body, part of its membership for the 
coming year will also include members 
elected in 1960. The newly elected 
and reelected members of the board 
are: 

Zone 1—Elmer A. Sisco, General 
Electric Supply Co., 145 N. Beacon 
St., Boston, Mass. Elected—(one year); 
Paul M. Gens, Loman Electric Sup- 
ply Co., Inc., 386 Northampton, Bos- 
ton, Mass. (Re-elected); 

Zone 2—Robert F. Baldwin, Bald- 
win-Hall Co., Inc., 475 Oswego Blvd., 
Syracuse, N.Y. (Elected); Zone 3, Ber- 
nard S. Green, Maurice Electrical Sup- 
ply Co., Inc., 1134 Eleventh St. N.W., 
Washington, D.C. (Elected); Zone 4, 
James S. Hunt, Electric Supply, Inc., 
515 W. Green St., High Point, N.C. 
(Elected); W. Carman Wallis, Southern 
Supply Co., 415 E. Orleans St., Jack- 
son, Tenn. (Re-elected); Zone 5, Clau- 
de W. Johnson, Jr., The Johnson Elec- 
tric Supply Co., 317-321 Sycamore St., 
Cincinnati, Ohio. (Elected); Arthur E. 
Loeb, Jr., The Loeb Electric Co., 915 
Williams Ave., (Re-elected); Zone 6, 
Larry B. Mangione, Electric Supply 
Corp., 705 W. Jackson Blvd., Chi- 
cago, Ill. (Elected); George H. Fischer, 
J. Geo. Fischer & Sons, Inc., 2115 
Rust Ave., Saginaw, Mich. (Elected— 
one year); Ralph E. Lovdal, Westing- 
house Electric Supply Co., 546 N. 
Broadway, Milwaukee, Wisc. (re-elect- 
ed); Zone 7, Joseph W. McCarron, 
Ahrens & McCarron, Inc., 4621 Beck 
Ave., St. Louis, Mo. (Re-elected); 
Zone 8, Thomas A. Pitt, Weaks Sup- 
ply Co., Ltd., 200 N, Fourth St., Mon- 
roe, La., (Re-elected); Zone 10, Ira 
M. Beck, The Central Electric Supply 
Co., 500 Quivas St., Denver, Colo. 
(Elected); C. B. Lawrence, State Elec- 
tric Supply Co., Inc., Albuquerque, N. 
M., (Elected—one year). Hawaii, 
Daniel F. Flinn, If, American Factors, 
Ltd., Honolulu, Hawaii. 
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The newly elected members-at-large 
to the board of governors are: George 
Green, George Green Electrical Corp.., 
189 Mechanic St., Worcester, Mass.; 
J. E. Fontaine, Graybar Electric Co., 
Inc., 333 North Ave., N.W., Atlanta, 
Ga. (Re-elected); H. E. Dickson, Leidy 
Electric Co., 201 Broad St., Phillips- 
burg, N.J.; Thomas B. Schmid, Cres- 
cent Electric Supply Co., 200 South 
Main St., Dubuque, Iowa. 


AHLI Says: 


March Showed 
Distributor Sales Rise 


CHICAGO, Ill.—Distributor 
increased an average of 3.8% during 
March over the same month of 1960, 
according to a report from the Amer- 
ican Home Lighting Institute. How- 
ever, nine firms, of a total of 18 con- 
tacted, reported increases of more 
than the median of 29.1% while the 
other nine were below that figure. 

According to the 18 distributing 
firms reporting; 1961 totaled 
$269,663, as compared to 1960 sales 
of $259,697, for an increase of 
$9,967. Firms with sales increase to- 
taled 12, and firms with sales de- 
crease totaled six. Highest individual 
percentage increase was up 135.4%, 
and lowest individual percentage in- 
crease was down 29.3%. 


sales 


sales 


Distributor and IES 
Develop Lighting Courses 

FRESNO, Calif. — In the Fresno 
area, Incandescent Supply Co. of 
Fresno and the local chapter of the 
Illuminating Engineering Society have 
developed lighting courses for the 
electricians’ apprenticeship education- 
al program. The course involves three 
periods of two hours each. The state 
apprenticeship committee has “asked 
that we extend the course to six ses- 
sions next year,” according to C. I 
Bartlett of Incandescent. “If we can 
get the electrician of tomorrow fixture 
conscious, he will help us sell better 
lighting,” he added 


Distributors Elected 
To NAED Membership 


NEW YORK—Three full-function- 
ing wholesale electrical distribution 
firms have been elected to member- 
ship in the National Association of 
Electrical Distributors. They are: 
Southland Electric Supply, Inc., 163 
Stockton St., Jacksonville, Fla.; Elec- 
trical Contractors Supply Co., 3401 
W. Jefferson Blvd., Los Angeles, 
Calif.; Jack H. Muntz Electric Supply 
Co., 618 W. Jefferson St., Rockford, 
Til. 
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WHOLESALE DISTRIBUTORS 


SERIES 


Request 
Bulletin 6119 


SERIES 


Request 
Bulletin 5976 


eeeeeeeeeeeee 


SERIES 


Request 
Bulletin 6002 


MODEL NO. 
APTI-0 


Request 
Bulletin 6133 
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PARAGONS 


... authorized sales 
distribution 


... complete time 


control line 
PARAGON 
WHOLESALE P cy 
You profit more because 
you sell more with 
Paragon—producers of 
industry’s most complete 
line of TIME CON- 
TROLS. Here’s why: 
@ By distributing Paragon’s compact line 
you need fewer controls to maintain a com- 
plete inventory to meet any application 
requirement. As a result, you benefit from 
a smaller investment . . . realize faster turn- 
over ... enjoy greater profits. 
@ Paragon controls are built of quality 
materials, assuring accuracy and depend- 
ability. Each sells itself—over the counter, 
or to the buyer. There’s no need to resort 
to “gimmicks” that cut into profits. 
@ You place one order . . . receive one ship- 
ment and one invoice. You benefit from 
reduction in paperwork, and cut overhead 
costs. What’s more, Paragon’s profitable 
pricing, discounts, and freight allowances 
help boost your income. 
@ Paragon product advertising and sales 
promotion programs pre-sell your cus- 
tomers and prospects... sell YOU as the 
leading supplier of Paragon controls... 
direct buyers to “see your Paragon Author- 
ized Distributor.” 
Want to enjoy a profitable association? 
Sell Paragon Time Controls. Write 
for complete details, or for immediate 
attention PHONE Two Rivers 303, Exten- 


sion 27. 





DYNAMIC ADVERTISING in leading trade magazines— 


Electrical Construction & Maintenance 


Contractor's Electrical Equipment e 


Qualified Contractor « Signs of the Times e« Lighting « Swimming Pool Age 
e Electrical West « Electrical South e- New England-Electrical News « ‘Chicago 


Electrical News e 


Industrial Equipment News e 


Electrical Equipment 


Electro/Technology « Product Design & Development e Appliance Manufacturer « 
Scientific American « Popular Mechanics e Farm Publications. 


PARAGON ELECTRIC CO., INC. 


Subsidiary of American Machine & Foundry Company 


1630 


TWELFTH 


STREET © TWO RIVERS, WISCONSIN 


129 





EXTRA _ HIGH VOLTAGE 
VALUE: 
FASTENERS 


y= /-Yo My -Y>1 bas 
CALKING ANCHORS 





by Bill Murray 


offense,” Allis-Chalmers has issued the following statement in 

a study of electrical equipment prices, against those who claim 
they have been unjustly overcharged for electrical equipment stem- 
ming from the recent antitrust cases—* ..., while we don’t believe 
we overcharged any customer, we will be glad to examine any cus- 
tomer’s purchasing record of the electrical items covered by the 
scope and time of the indictments—and that if such examination 
shows that the customer was overcharged, we are anxious to refund 
that overcharge immediately. We would take this attitude with any 
customer, on any item and in any event—antitrust case or no.” 
The 15 page report covers electrical equipment prices from 1954 
through 1959. “Because customers deserve to know the facts” on 
the question of damages which may have been sustained as a result 
of the antitrust conspiracies, was the reason for the report given by 
Allis-Chalmers. The manufacturer sums up the results of the study 
by saying that they “provide authoritative support for our statement 
that we believe our customers were not overcharged—or ‘damaged.’ ” 


(otens,"“ais on the strategy that “The best defense is a strong 


Teamwork all the way... 
* EXCLUSIVE 


RED FIBRE DISC 
KEEPS DIRT OUT 
OF THREADS. 


Teamwork is the by-word of a free enterprise system; the nation’s 
industries made it evident in the newspapers the day following the 
successful U.S. man-in-space shot. Here are some of the typical 


KEYSTONE® 
EXPANSION SHIELDS 


@Excliusive Nutstop 
Prevents 
Nut Pullout. 


DIAMOND-P-® 
LAG SCREW SHIELDS 


Tuctushve 4-Directional 
Expansion Fits 
Irregular Holes. 


DIAMOND 
SPRING 
TOGGLE 
BOLTS 


Patented Feature: 
Wings Form Truss; 
Don't Bear on Bolt. 





DHD® HAMMER 
DRIVE ANCHORS 


@ Exclusive Internal 
Ribs Provide 
Maximum Expansion. 


LL) NOLL) 
HOLLOW WALL 
ANCHORS 


#5 Times 
Greater Thread Area... 
No Stripping! 


PLUS 
More Than 
500 Other Items 
With “Built-In” 
Extras 
PLUS 
Exclusive Pole Line 
Hardware 


FREE SAMPLES 


sd 
DIAMOND 


With Extra Value 


advertisements that appeared in the press: “When our first Project 
Mercury Astronaut streaks into orbit, riding a spacecraft, he'll have 
vital support from . . . equipment.” “. . . landing system brought 
him back.” “How a. . . system controlled the Mercury spacecraft 
on its trip into space and back.” “Astronaut probes space ina... 
suit.” To borrow a phrase from Harry Golden “Only in 
America.” 


That wide-open void... 


Never has there been so much written about so less—that void 
known as space—than there has been in the past two months. We 
are constantly in touch with it. In fact there are all kinds of space— 
office space (of which there just isn’t enough), and that goes together 
with parking space . . . Sales are rocketing into space, some mer- 
chants say . . . According to a leading New York real estate firm, 
there is a rumor of selling portions of the void for $100 down and 
$10 a month (per cubic acre?) . Imagine the commuting fare 
to that split-level space house! And what a gas tax! 


Hoot Mon, ‘twas a g-r-rand 
convention ... 


When EW’s editors attend an NAED convention it is usually cus- 
tomary to bring back home a token for the family. Well, after 
attending the 53rd Annual NAED Convention in Detroit, Managing 
Editor George Farley and Associate Editor Bob Bush outdid them- 
selves. Both managed to pay a visit to Windsor, Ont., Canada while 
attending the meeting, and while there picked up a few souvenir 
items. On reaching the customs station on their way back into the 
U.S.A., Messieurs Farley and Bush opened their little brown shop- 
ping bags and displayed—several Scottish bonnets. (See Credits and 
Collections, p. 4). Bush had a Black Watch Tam-O-Shanter for 
his wife, and Farley had in his possession two Glengarry bonnets 
for his children (N. J. MacDonald please note spelling). The customs 
officer let the laddies through, even though the purchases were above 
the $10 maximum. 
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Business Outlook: 





‘62 Spending May 
Top ‘57 Record 


This report was prepared by the 
McGraw-Hill Department of Eco- 
nomics. 


UR report on the business outlook 
this month is shorter than usual, 
but it contains the most signifi- 

cant business news of the year. 

Having withstood the past winter's 
pessimistic siege about the short-run 
and long-run business outlook, we can 
now report that industry already has 
plans to spend as much on new plants 
and equipment in the next four years 
as it did in the past four. In fact, the 
current level of business investment 
planned for 1962 suggests that actual 
spending in that year may well top 
the investment record set in 1957. 

This does not mean that we are 
guaranteeing a smooth business curve 
for the next few years. The very size- 
able ups and downs shown by many 
reporting companies’ plans point up 
the fact that fluctuations are still a 
part of the capital spending picture. 
But the volume of investment already 
under consideration, and the stimulat- 
ing effects of the step up in new prod- 
ucts in the next few years suggest the 
fluctuations will be relatively small, 
and that growth—not shrinkage—will 
be the short and long-term trend. 

With capital spending plans pre- 
saging stability and growth in the 
long-range business outlook the pros- 
pects for general prosperity are bright 
indeed. Manufacturers, on the average, 
now anticipate a 24% unit sales gain 
from 1960 to 1964. This is well above 
the postwar growth rate in manufac- 
turing. 

And consumers appear to be in- 
creasing their expenditures, too. March 
retail sales were up 1% over Febru- 
ary, and February sales increased | % 
above January. A rising volume of 
automobile sales was the major rea- 
son for the March gain. 

Nevertheless, retail sales are still 
well below a year ago. But if con- 
sumers now begin purchasing large 
quantities of durable goods—autos, 
appliances and houses—then by the 
end of the year our economy may 
once again be moving up at a rapid 
pace. 

As for government spending, there 
is little likelihood that the Soviet 
achievement of sending the first man 
into space will stimulate any signifi- 
cant increase above what has already 
been proposed for our space or de- 
fense programs. Despite the fact that 
it is another Russian “first”, it will not 
have anything like the impact of 
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the inside _— story 
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The story is, that both inside and out—Keystone 
pushbutton enclosures are carefully built to give 
maximum protection for electrical controls. 


All are rigidly produced to JIC and Nema 

standards, and they’re all stocked in a wide 

variety of sizes and styles to meet your exact Semone 
wiring requirements. Special sizes can also be 

quickly produced for unusual applications. 


Next time you’re in the market for top 
quality enclosures, take a close look at 
Keystone . . . and get the whole story! 


NEMA 12 


Write for your new Keystone Catalog Cabinets 
oo 


of JIC and Nema 12 Wiring Enclosures JIC Pull Boxes 


KEYSTONE 


MANUFACTURING COMPANY 
DIVISION OF Avis INDUSTRIAL CORPORATION 
2332¢ Sherwood Ave. *© Warren, Michigan 





Milliong of Volts... 


safely grounded with 
\CF.I Galvanized Steel Strand 





Safety is built into every foot of CF&l Galvanized Steel Strand. 
When used as a ground wire on overhead power transmis- 
sion lines, it harmlessly shunts aside the most punishing 

blows of even the largest electrical storms. 

The reason is that CF&l Galvanized Steel Strand 
the result of many years of engineering know-how. 
i Dee 
@ subjected to the most rigid quality controls 

during manufacture. 
@ hot-dipped in zinc before stranding to assure 
a tough, weather-resistant finish. 
@ made to meet ASTM specification A-363 
in three- or seven-wire constructions, and 
can also be manufactured to your special 
specifications. 
For complete details and prompt de- 
livery, contact your nearby CFal sales 
office today. 


4 The Colorado Fuel and tron Corporation 
Denver +» Oakland » New York 
Sales offices in Key Cities 


Sputnik I on our economy. On the 
other hand, it is unlikely that national 
defense or space programs will be cut 
in the near future. Hence the over-all 
level of government spending will 
stay on a high and rising level for 
some years to come. 


“Flameless” Promotion 
Backed By Industry 

NEW YORK—Reports received by 
the Live Better Electrically Program 
of Edison Electric Institute show 141 
electric utilities are now using “Flame- 
less” to describe their product. 

Major electrical equipment manu- 
facturers have joined forces with the 
utility promotion with $20 million for 
national television and magazine ad- 
vertising in supporting the “Flame- 
less” promotion program, EEI re- 
ports. 

As for how effective the “Flame- 
less” promotion program has_ been, 
here are two examples: 

e Electric heat installations climb- 
ed 43.1% in 1960 over the previous 
year despite the slump in construction 
activity. 

e Over twice as many Gold 
Medallion Homes were started during 
the first two months of 1961 as in 
the first two months of the previous 
year despite a January-February de- 
cline of 17% in new home sstarts. 


Midwest Electrical Show 
Scores High In Chicago 


CHICAGO, Ill—More than 10,- 
000 visitors attended the Midwest 
Electrical Industry and Lighting ex- 
position in Chicago last month. The 
show, exclusively for the trade, was 
attended by architects, engineers. dis- 
tributors, electrical contractors, elec- 
trical inspectors, and plant mainte- 
nance engineers. 

The three-day event (May 2, 3 and 
4) had more than 250 electrical manu- 
facturers display their latest products, 
techniques and applications. Among 
the displays were lighting equipment, 
electrical construction materials, space 
heating equipment, control devices, 
communication equipment, tools and 
industrial apparatus and _ electronic 
equipment. 





CORRECTION 


In May ’61 issue, People in the 
News, line reads: D. B. Eardley has 
been appointed northwestern district 
manager and director of the Graybar 
Electric Co. It should read: . . . has 
been appointed northwestern district 
manager . . . not director. 


ELECTRICAL WHOLESALING—June, 1961 





Attorney General Urges 
Adoption of Ethics Codes 


WASHINGTON, D.C. — Attorney 
General Robert Kennedy has criticiz- 
ed the business community for a lack 
of vigor in rooting out corruption in 
management. He has urged such or- 
ganizations as the National Associa- 
tion of Manufacturers and the U.S. 
Chamber of Commerce to take the 
lead in drawing up and adopting 
codes of ethics for businessmen. 

“The corruption within manage- 
ment is something that should concern 
everybody in the United States,” the 
Attorney General stated. “It is ex- 
tremely serious.” 

As to price fixing, Kennedy said 
the department’s Antitrust Division is 
giving this matter “priority” attention 
and that its various investigations 
reach into “every section of the coun- 
try.” 

“We intend to take action not only 
against companies but also those offi 
cials who we find to be responsible 
for price-fixing activities,” he warned 
It is understood that antitrust officials 
plan to seek maximum penalties (one 
year in jail and $50,000 fine for each 
infraction) against officials proved to 
be involved in any flagrant price-fix- 
ing conspiracies that may be uncover- 
ed in the future. 

The Attorney General said he was 
‘impressed with the general attitude 
of the president of Westinghouse,” 
Mark Cresap, Jr., in declaring that 
the company must take responsibility 
for its past price-fixing activities in 
the heavy electrical equipment indus- 
try. 


NEMA Appoints 
Ethics Code Committee 


NEW YORK—A. D. R. Fraser, 
president of the National Electrical 
Manufacturers Association has an- 
nounced the appointment of members 
of the NEMA committee charged with 
reviewing the needs of the electrical 
manufacturing industry and making 
recommendations for the proposed de- 
velopment of an industry code of 
ethics. Authorization for the appoint- 
ment of the committee was approved 
by the board of governors at its April 
11 meeting. 

Members of the committee are: 
N. J. MacDonald, president, The 
Thomas & Betts Co., Elizabeth, N.J., 
and past president of NEMA; W. R. 
Persons, president, The Emerson Elec- 
tric Mfg. Co., St. Louis, Mo., and 
vice president of NEMA, and E. R. 
Perry, president, National Vulcanized 
Fibre Co., Wilmington, Del., and 
chairman, NEMA Insulating Materials 
Div. 
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A twist is all it takes to install Tomic’s new 

90° Flexible Steel Conduit Connectors. No screws, no 
clamps, no bolts required! Hinged snap-cap provides easy 
accessibility for fast wiring inspection. 

Available in straight type also. 


Just tap, or push it on—and presto! 
Tomic’s famous Tap-On Connectors and 
Couplings become an integral part of 

the thinwall conduit! Provide vibration-proof, 
positive grounds— 

won't shake, jar or 

work loose. 


ora snap 


It’s a snap to secure raceways with Tomic’s 
Speedi No-Bolt Pipe Clamp. Automatically 
adjusts to 4%" and %" EMT, rigid and flexible 
steel conduits. Snaps tightly, securely 

without nuts, bolts or tools! 


is all it takes 
to install Cv tomic fitting! 


ALL Tomic Electrical Products are developed with the con- 
tractor in mind—under Tomic’s extensive program of research, 
specialized engineering, and nation-wide field testing. Patented 
by Tomic, these products are specifically designed to give you 
faster, easier, better electrical installations at lower cost. “2=>\ 


‘ 
ALL TOMIC FITTINGS ARE (UL } ) 
AVAILABLE THROUGH WHOLESALERS ONLY. R= ® 


TOMIC e 
ROMEX CABLE 
CONNECTOR 


It takes only seconds to secure cables to junction boxes TODAY'S FINEST ELECTRICAL FITTINGS 
with Tomic Romex Cable Connectors. Just tip in the 


connector, slip cable through, tighten screws—and 


cables are securely, positively locked in place, without TOMIC SALES & ENGINEERING CO. 
locknuts! Simplifies cable connecting ... saves time | 
20000 Sherwood Avenue 


and money on every cable installation job! (Also ideal 
for securing rubber cord.) Detroit 34, Michigan 
-_ > 








Name Committee For 
; 2nd Electric Heat Meet 
VOLUME FOR YOU \ NEW YORK—General chairman 


and committee members for the Sec- 

IN BALAN ED° | \ ond National Electric Comfort Heat- 
C L GHTING : ; ing Symposium and Exposition have 

ben announced by the National Elec- 


RECOGNIZED & 2 trical Manufacturers Association. The 


. Vo, program will be staged March 19-21, 
ADVERTISED Bie 4 / } ae Ill., by the Electric Comfort Heating 
UTILIZED a el NG fens Equipment Section of NEMA. 


— : K. M. Spurrier, central sales man- 
e = | ager, Hunter Div., Robbins & Myers, 
Inc.. Memphis, Tenn., has been ap- 


pointed general chairman. The follow- 
ing committee members have been ap- 
pointed: P. D. Hawkins, sales manager 
Electromode Div. of Commercial 


Thousands of specifiers know the Fostoria line as the efficient, safe | Controls Corp., Rochester, N.Y.; W. 


and economical industrial lighting tool. Fostoria has oriented local H. Hawkins, sales ee son-7 = 
oft hetioe Chicago, IIl.; F. E. Warner, assistant 
lighting with general lighting to produce BALANCED lighting; increas- | cates manager. Built-in Heating, 
ing production, reducing spoilage, improving morale, promoting Markel Electric Products, Inc., Buf- 
safety. In addition, Fostoria reaches thousands of users through | falo, N. Y.; R. D. Graham, general 
the pages of industrial trade journals every month. manager, Electric Resistant Comfort 
The demand is here — you can satisfy it by taking on eis aria y— mecrdiy sigs Sporn Agee 

y hans clberiniia ing a General Electric Co., Louisville, Ky 
the Fostoria line of Critical Work Area Lighting. Our ,\ & 


new folder concerning Balanced® Lighting is yours a. 

for the asking — no obligation — write today. ae ‘61 Power Output To 
—_ Reach 819 Billion Kwhrs 

FOSTORIA CORPORATION NEW YORK—The nation’s elec- 


FOSTORIA, OHIO tric power industry is expected to 

MANUFACTURERS OF CRITICAL WORK AREA LIGHTING EQUIPMENT reach new highs in output and gen- 

a erating capability in 1961 despite the 

general business recession, according 

to the 29th Semi-Annual Electric 

Power Survey of the Edison Electric 
Institute. 

Output for the total electric utility 
industry in the U.S. (excluding Alaska 
and Hawaii) is expected to reach 819 
billion kwhrs by the end of 1961 - 
have a low “no-loss” current drain. an increase of 7% over the 1960 
Heavy gauge steel case, with rust-re- output of 765 billion kwhrs. This will 
sistant aluminized finish assures dura- climb to more than one trillion kwhrs 
bility. Compact, streamlined design. | by the end of 1964, the study indi- 
| Cates. 





FOSTORIA 





The NEW LINE of Trine high efficiency 
ACTUAL SIZE a TRANSFORMERS are full-powered — 


NEW 6 MODELS 


are equipped with an EMERGENCY Electric Heating Film 
THERMAL SWITCH to prevent overload | Released By EEI 

and burnout. “Ciamp-on” models have resin ‘sal ‘ae 3 anes 
a quick-mount screw bracket for easy NEW YORK—A new 18-minute, 


mounting to outlet, switch and fuse full color sound film on electric house 
boxes. All UL APPROVED. heating has been made available by 


the Live Better Electrically Program 
Available in of Edison Electric Institute. 

“CLAMP-ON” TYPE and “SURFACE” TYPE This film was prepared by a na- 
10 volt, 16 volt, 24 volt and tri-volt tional magazine in cooperation with 
Write for literature and prices. | the institute’s Residential Electric 
| Heating and Air Conditioning Com- 
EMERGENCY | mittee to show consumers that elec- 
ae | tric heating is the modern way to 
for your safety home heating. Orders for the film 
may be placed through the Live Bet- 
ter Electrically Program, Edison 
Electric Institute, 750 Third Ave., New 
York 17, N.Y., at $55.00 per print, 

| plus postage. 
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PEOPLE IN THE NEWS 


Kacil (Kace) Brin has been appoint- 
ed eastern regional sales manager for 
the Control Switch Div. of Controls 


Company of America. He will estab- 
lish his office at the company plant at THE 
ONLY 


Folcroft, Pennsylvania. 
all new ac 
Robert D. Spencer has been ap- | RATED 
pointed product manager for a new y, ONE-TIME 
line of terminal blocks to be manu- 
FUSE 


factured by Joy Manufacturing Co., 
Electrical Products Div., St. Louis. 








Edward J. Parker has been appoint- 
ed sales manager of the southeastern 
district for Rockbestos Wire & Cable 
Co., Div. of Cerro Corp. He previous- 
ly was sales manager of the firm’s St. 
Louis district. 


Dr. Allen B. DuMont, industrialist 
and television pioneer, has _ been 
named an honorary member of the 
American Institute of Electrical En- 
gineers. A_ certificate of honorary 
membership will be presented to Dr. 
DuMont on June 19 at the opening 
session of the Summer general meet- 


ing of AIEE. 
| ONE-TIME 


David A. Pritchard has been ap- 
pointed to the new position of man- 
ager-sales, for General Electric’s Wire Bk 3g Soy 
and Cable Dept. He will manage all 
department sales activities including 


The only AC rated One-Time fuse. 

Operates up to 38% cooler in switches 
Mel Templett has been appointed and enclosures. 

sales representative for Wheatland Gives up to 700% more Time Delay 

Electric Products Co., Carnegie, Pa. than ordinary One-Times. 

He will represent the firm in New Meets all Federal specifications. 

Mexico, Arizona and the El Paso, Exceeds all industry standards. 

Texas, area, with headquarters in Carries U.L. Label. 

Phoenix, Ariz. Provides predictable performance. 

Available in a complete range of ratings 

— from 0 — 600 Amps. 


district sales offices 


Frederick G. Danning has been ap- 
pointed to the newly created post of 
director of export sales for Pyramid 


Instrument Corp., Lynbrook, N.Y. He ANOTHER SHAWMUT “FIRST” 


will direct market and product re- 
: This all-new, silver-plat ne-Tim i 
search, sales promotion, budgeting, “ : plated, One-Time fuse is the 


economic forecasting, sales corres- biggest advance in One-Times since 1900. It has 
spondence and order handling for the a “high efficiency link’’ and pays for itself in 
firm’s Overseas Operations. power savings alone. A current limiter, it gives 

Se ©. Danes bes tem the kind of positive protection that modern 
elected vice president and general circuits demand. Until you use Shawmut'’s All- 
manager, National Electric Div., H. K. | New, silver-plated One-Time, you'll never know 
Porter Co. Inc. He has been genera! how good a One-Time fuse can be. Send for 


manager of the division since Dec. Bulletin O-T 601 today. 
1960, and prior to that was general 


manager of Peerless Electric Div. of 
Porter at Warren, Ohio. 
Charles R. Wentz has been named THE CHASE-SHAWMUT co. 


‘ > 7 ale (‘9 ."« > 
manager of Reynolds Metals Co.’s new 374 MERRIMAC STREET + NEWBURYPORT, MASSACHUSETTS 


‘heste >. p The ; * 
Chester, Pa., plant. The plant pro SUBSIDIARY OF I-T-E CIRCUIT BREAKER CO. 
duces insulated wire and cable for 

the electrical conductor market. 


June, 1961—ELECTRICAL WHOLESALING 








TOGGLE BOLTS 





ACKERMAN-JOHNSON 











The proven fastening device 
. . . for use on Tile, Hollow or 
Thin Walls, Sheet Metal, etc. 


Established over the years as a 
most reliable fastener. Furnished 
in a variety of sizes, and with vari- 


Wings spring to 
open position in- 
stantly—grip _ firmly 
when bolt is tight- 
ened. 





NOTHING 
HOLDS AS 
Well AS 
ACKERMANS 








ous types of screw heads, to take 
care of a wide range of applica- 
tions. Sturdily built to withstand 
severest of strain. Easily installed. 




















Write for new catalog covering Complete Line of Fastening Devices 


ckerman -Johnson Co. 


625 WEST JACKSON BLVD., CHICAGO - 55 PARK PLACE, NEW YORK 


AS WITH REGULAR 
FLEXIBLE CONDUIT 








EXTRUDED POLYVINYL JACKET MOLDED 


TO GALVANIZED FLEXIBLE 


Complete protection against any and all con- 
tamination—impervious to water, oils, chemicals, 
corrosive atmospheres. Installed in minutes. No 
more ‘‘downtime”’ due to wiring shorts or burn- 
outs, no more periodic wiring replacements 


CONDUIT 


Type LT JIC Approved 
Type LA 
Underwriters’ Approved 
° 
Write for free sample, 
costs and name of Dis- 

tributor nearest you 


\\ ELECTRI-FLEX COMPANY 


P.O. BOX 128-A_ «+ ROSELLE, ILLINOIS 





ae 





The board of directors of Tampa 
Electric Co., Tampa, Fla. have re- 
elected William C. MaclInnes, presi- 
dent; Malcolm T. Anthony, vice 
president-sales; James D. Hicks, vice 
president-operating, and Charles H. 
Schwaner, vice president-finance and 
secretary and treasurer. 

Fischer S. Black, vice president- 
administrative has been promoted to 
executive vice president. 


John C. Woodle has been appoint- 
ed vice president, sales for Keystone 
Manufacturing Co., Warren, Mich. He 
was formerly OEM sales manager. 


Ken MacCormac has been appoint- 
ed market research manager for 
Carol Cable Co., Pawtucket, R. I. In 
his new position MacCormac will in- 
vestigate and analyze the company’s 
market efforts, determine market po- 
tentials and develop research activi- 
ties and criteria to test effectiveness 
of marketing programs. 


Gene K. Beare has been named 
president of Sylvania Electric Prod- 
ucts Inc., a subsidiary of General 
Telephone & Electronics Corp. Beare 
succeeds Robert E. Lewis who has re- 
signed to become president of Per- 
kin-Elmer Corp., Norwalk, Conn. In 
another company move, Frederick R. 
Smith has been named manager of 
customer service for Lighting Prod- 
ucts Div. of Sylvania. He will continue 
to serve as supervisor of inventory 
control, and will, in addition, be re- 
sponsible for the Warehouse Distribu- 
tion Dept. 


Robert E. McIlvane has been named 
manager - Communications Products 
Div., of Anaconda Wire and Cable Co. 
He will have full responsibility for 
marketing the company’s full line of 
communications wire and cable. L. F. 
Hickernell, vice president-engineering 
for Anaconda has been elected 
to a four-year term on the engineer- 
ing foundation board, by United En- 
gineering Trustees, Inc. 


Frank T. Franco has been named 
an advertising coordinator for 
Edwards Co., Inc., Norwalk, Conn. 
He will direct sales promotion, cata- 
log, packaging and trade show ac- 
tivity for the company’s line of staple 
products. 


Clifford L. Bell has been elected 
president and general manager of 
Electric Equipment Company L4td., 
and Electric Equipment (Alberta, 
Canada) Ltd., Canadian electrical 
wholesale distributors. He was for- 
merly executive vice president. 
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Gordon M. (Curly) Henderson has 
been appointed salesman for the 
Ridge Tool Co., Elyria, Ohio. He will 
represent the company throughout 
the state of Florida. 


George T. Wood has been appoint- 
ed general sales manager of Special 
Products Company of Tennessee, Inc. 
He will be in charge of all sales and 
marketing activities of residential 
lighting fixtures under the trade name 
DeLights and fireplace furnishings 
under the trade name Royal. Wood 
was formerly marketing vice presi- 
dent for Smithcraft Corp. 


Thomas L. Perkins has been elect- 
ed chairman of Duke Power Co. He 
succeeds George G. Allen, former 
head of the North Carolina power 
company, who died last October 


B. M. Horter, director of purchases 
for Cutler-Hammer, Inc., Milwaukee, 
Wis. has announced plans to retire 
at the end of this year. He will have 
served 46 years with the firm. F. A. 
Wright has been named to the post 
of purchasing agent. 


James J. Clerkin, Jr., has been 
elected president of General Tele- 
phone & Electronics International Inc. 
He succeeds Gene Beare who has been 
elected president of Sylvania Electric 
Products Inc. 


Jerry R. Schmitt has been appoint- 
ed assistant product manager for 
Lighting Products Div. of Sylvania. 
He was previously a divisional senior 
sales representative at the firm’s Seat- 
tle office. 


David D. Metcalfe, Jr. has been 
appointed vice-president in charge of 
electrical supplies and _ lighting of 
Brown Supply Co., St. Louis, Mo. 


Owen Desmond has been appointed 
director of wholesaler relations for 
Modine Manufacturing Co., Racine, 
Wis. “In creating this new position,” 
Cary C. Wilson, vice president of 
sales said, “Modine is implementing its 
commitment to a strong wholesaler 
program as a basic part of its mar- 
keting approach.” Desmond was for- 
merly eastern regional sales manager. 


Frederic B. Powers, Jr., secretary 
and director of The Rawlplug Co., 
Inc., New Rochelle, N.Y., has been 
elected a vice president of the firm. 
He succeeds M. M. Schubert, who is 
retiring after 34 years. 


Richard J. Hearty, executive vice- 
president of The Imperial Electric Co., 
Akron, Ohio, has been elected presi- 
dent. 
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PRIMARY 


BUS SUPPORTS 


Be a 


FOR IMMEDIATE 
SHIPMENT 


POWERCRAFT| 
| 


e Contractors, Industrials, and 
Utilities rely on the accuracy 
of these Bus Supports to meet 
exacting service conditions. 
Available for Indoor and Oul- 
door Service — flat or pipe 
mounting. Conform fo NEMA 
standards. POWERCRAFT in- 
vites your inquiries on any 
special Bus Support require- 
ment. Other POWERCRAFT 
Products . . . Indoor and Out- 
door Disconnecting Switches, 
Bus Clamps, Power Connec- 
tors, Pipe Frame Fittings for 
114” LP.S. Pipe, and Clamp 
Insulator Supports. 


SEND FOR NEW CATALOG. 


POWERCRAFT CORPORATION 


2215 De Kalb St. Phone Prospect 6-4532 ST. LOUIS 4, MO 
Sinee 1932 


¢ 
/ Anyone who wants 


\. his air cleared is 


\. co 
; your customer for... 
4] 


oclyemefteg Pemicisin en asesene 
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Uses for Modine ventilating fans are prac- 
tically endless. There’s no better, more 
economical way to clear the air of heat, 
fumes, dust, odors and other contaminants. 

Lightweight, all-aluminum fans and 
quiet, long-life motors move large amounts 
of air with minimum power. Installation ? 
Just place in wall opening and connect! 
And these direct-drive units have no fan 
belts to replace or adjust. 

Sizes from 250 to 4700 cfm. Choice of 
three weather-sealed wall shutters: auto- 
matic, manual or motorized. Call your 
Modine representative listed in the yellow 
MANUFACTURING COMPANY pages. Or write Modine Manufacturing 
Co., 1614 DeKoven Avenue, Racine, Wis. 








In Canada: Sarco Canada, Ltd., Toronto, Ont 


137 





ele Ge roeveipnee QUALITY 


Multi-Nepo offers Cataleg No. 600 for 
rigid, hinged and mercury vapor or in- 
pedestal poles, condescent lamps. 
brackets, mount- Side or pendant 
ings, fittings and mountings. 
accessories. 


Complete package lighting-mercury 
vapor lamps for building exte-iors. 
Roof and wall mountings. 


FOR RLMINDUSTRIALS 


Alzak Aluminum or por- 
celain enamel finish for 
mounting on high open 
ceilings. 





All standard RLM re- ~ 

flector shapes. Porcelain Industrial fluorescent. 
enamel finish. 100 to b. 4 \ Porcelain enamel ieflector with 
1500 watts. apertures for upward compo 


FOR FLOODLIGHTING | ea 


. : Aluminum 
Complete new line of semi or fully enclosed eter ieee 
aluminum floodlights for 500-1500W inca-des- ¥ ’ Angle Type 
cent or 400 W mercury lamps. Watertight. Rota- Sor pole 
tion stop, protractor and locking lever. Variety ‘ top 
of mountings fo cut installation time % mounting 


SEE OUR 
FLECTRIC MEG. INC. 


W LAKE ST AG 








give you.... 


e Lowest noise levels 

e Unmatched quality of con- 
struction 

e Low initial cost & upkeep 


And there's an Atlantic, air-cooled, Dry 
type Transformer for every Voltage, 
every installation! 


PHASE CHANGERS e GENERAL PURPOSE e DISTRIBUTION 


Send for our new 36 page Dry Type Transformers Catalog 


Only ATLANTIC 
Transformers 


A few select distributorships available. 


ATLANTIC TRANSFORMER COMPANY 


8330 HEGERMAN ST., PHILA. 36, PENNA. 





| 
| 


| 





NEW LITERATURE 





Cables—Now available is 48-page ref- 
erence manual issued by The Okonite 
Co., Passaic, N.J. Manual contains 
latest information on cables insulated 
with butyl-base high voltage insula- 
tion. Booklet is titled “Okonex Insu- 
lated Cables.” 


Time Switches—Wiring diagrams for 
automatic control of mechanically-held 
contactors and of low-voltage relays 
are featured in new bulletin, No. 80, 
from Tork Time Controls, Inc., Mount 
Vernon, N.Y. Bulletin describes uses 
and applications of “momentary con- 
tact” time switches. 


Sign Lighting—New booklet on sign 
lighting is available from Westinghouse 
Electric Corp., Pittsburgh, Pa. Booklet 
B-7257 describes advantages of light- 
ing signs with fluorescent luminaires. 


Wiring Devices—Variety of wiring de- 
vices for low cost residential market 
is pictured and fully described in new 
8-page, 2-color catalog (C-101) offer- 
ed by The Bryant Electric Co., Bridge- 
port, Conn. 


Transformers — New catalog, _ lists 
about 800 stock transformers for in- 
dustrial applications. Each transformer 
is fully described and illustrated. De- 
tailed dimensional information and 
complete electrical specifications are 
given for all units. Catalog CS-101 is 
available from the Chicago Standard 
Transformer Corp., Chicago, III. 


Floodlighting—Bulletin EFL-960 de- 
scribes details for new series of five 
floodlights. Booklet, available from Ap- 
pleton Electric Co., Chicago, IIl., de- 
scribes dual reflector system. 


Precision Switches—New 20-page cat- 
alog, No. 104, has photos and con- 
densed descriptions of over 200 items, 
including miniature switches, special 
purpose switches, electronic switch-cir- 
cuit assemblies, lighted pushbutton 
switches, toggle switches, limit switch- 
es, proximity switches and mercury 
switches. Booklet is available from 
Micro Switch, Freeport, Ill. 


Collections—Booklet, entitled How To 
Collect More Past-Due Accounts, has 
just been published by the United 
States Collection Association. Booklet 
suggests firm but dignified appeals on 
collecting overdue accounts. Available 
from association at 4405 N. Ravens- 
wood Ave., Chicago, III. 


Wire Connectors—Forty-eight page 
catalog No. 61 illustrates complete line 
of solderless wire connectors, ground 
cable and conduit fittings. Prices and 
catalog numbers are side-by-side. Cat- 
alog is available from Metalectrics, 
Inc., New York, N.Y. 
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Ballasts—New  16-page _ illustrated 
Manual of Fluorescent Lamp Ballasts 
has been published by the Universal 
Manufacturing Corp., Paterson, N.J. 
Handbook features special section de- 
voted to operation and care of flu- 
orescent ballasts. 


Storage Equipment—“!2 Losses 
Penco Planning Can Control” is the 
title of a new 16-page booklet on steel 
storage equipment now availa. ie from 
Penco Div., Alan Wood Steel Co., 
Oaks, Pa. 


Limit Switches—Bulletin GEA-7319, 
two pages, describes new CRII5 B 
precision snap-action limit switches for 
highly-repetitive operation in limited 
space industrial applications. Available 
from General Electric Co., Schen- 
ectady, N.Y. 


Ballast Guide—New revised cross ref- 
erence guide for fluorescent lamps bal- 
lasts has been published by Universal 
Manufacturing Corp., Paterson, N.J. 
Available from Dept. XR. 


Electroluminescence—The Astromatic 
Div. of Controls Company of America 
has available an eight-page, three-color 
brochure on its new electrolumines- 
cence panels. The brochure covers in 
detail all features of the panels. Bro- 
chure E-L is available from the di- 
vision at 4218 W. Lake St., Chicago, 
Ill. 


Fluorescent Lamps— “New Light, 
More Light,” booklet describing a new 
line of high efficiency fluorescent 
lamps has been released by Westing- 
house Electric Corp. Copies available 
from nearest lamp sales office. 


Floodlight—Bulletin 2725 describes 
new quartz-beam _ floodlight by 
Crouse-Hinds Co., Syracuse, N.Y. Bul- 
letin gives specifications and photomet- 
ric data on unit. 


Lighting—New, 72-page full-color cat- 
alog of all types of lighting fixtures 
has been published by Globe Lighting 
Products, Inc., Brooklyn, N.Y. Catalog 
shows residential, decorative, public 
area and architectural lighting prod- 
ucts. Booklet illustrates 250 fixtures, 
including 164 new designs. 


Speed Drives—New 112-page varia- 
ble speed catalog features integral and 
fractional horsepower variable speed 
drives. Catalog is fully illustrated. 
Price section covers 2:1 to 6:1 varia- 
tions and maximum variations. Avail- 
able from Sterling Electric Motors, 
Inc., Los Angeles, Calif. 


Electric Heaters—Folder giving spe- 
cifications and basic features of elec- 
tric heaters plus brief discussion of 
advantages of automatic electric heat 
is available from Cavalier Corp., Elec- 
tric Heating Div., Chattanooga, Tenn. 
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WRITE FOR NEW 


CATALOG 








MILFORD 


HOLE SAWS 


For ADDITIONAL Profits 


It’s easy for you to get additional profits from existing 
markets by taking on the MILFORD Hole Saw Line. 
There is a great demand for these high speed steel hole 
saws among your present customers. 


You can sell MILFORD Hole Saws, with shatter-proof 
welded edge construction, with complete confidence. 
They are products of one of the country’s oldest, most 
experienced, best-known saw companies . . . leader in 
the field. Your sales efforts will be supported by consis- 
tent Thompson advertising and sales promotion. You 
will benefit from the Thompson Sales Policy, written 
and interpreted to protect your sales efforts and profits. 


For complete information on how you can in- 
crease profits by selling the MILFORD Hole 
Saw Line, write today. 


Complete Electricians’ and Plumbers’ Kits Available. * 


THE HENRY G. THOMPSON & SON CO. 


New Haven 5, Connecticut 
Saw Specialists for 85 Years 








SUIPON GUARD_s5. 


GETS - A - LITE GUARD and 
GUIDE Offers Quick, Easy 
Profits in New, Untouched 


Market 


¢ Simply slip GETS-A-LITE GUARD 
AND GUIDE over the fixture, as illus- 
trated. 
Made of indestructible spring steel 
wire. Nothing to break, get out ef 
erder or replace. Will last indefinitely. 
Once installed, GETS-A-LITE GUARD 
AND GUIDE is NEVER removed. 
Nothing to unlock, fuss with or lock, 
when changing lamps. 
GETS-A-LITE GUARD AND GUIDE 
actually steers lamp into secket, en- 
abling maintenance man to change 
lamp in 10 seconds! 
Available for 40 watt and 100 watt 
fluorescent lamps. 


GETS-A-LITE Company, Dept. EW-61 


3865 N. Milwaukee Ave., Chicago 41, Ill. 


You'll be happy 
selling 


KNOPP 


Voltage Testers 


@ More user-value at Less Cost— 
means more turnover for you at good 
rofit margins 
@ Five Safety Features— 
Knopp Voltage Testers sell themselves 
@ Rugged, Reliacble— 
build goodwill and repeat sales for you 
Tell if circuit is open or closed; magnitude 
of voltage between 110 and 600 a-c or d-c, 
pure or rectified; 25 or 60 cycles. 
Two models. Free Sales Aids. 
Write today for full details. 


Coons 


Founded in 1928 by Otto A. Knopp under the 
name of Electrical Facilities Inc. 


“Dept. A-12 1307 66th St., Oakland 8, Calif. 
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Lamp Ballasts—The Advance Trans- 
former Co., Chicago, Ill., has available 
three bulletins. Bulletin 1201 contains 
the names and addresses over 1,000 
of the firm’s distributors. Bulletin 1213 
is a four-page folder describing the 
company’s Solid-Fil development in its 
ballast line. Bulletin 1207 is an eight- 


page cross-reference guide for insert- 
| 


ing in a catalog. 
| 


Bus Duct—100-amp bus duct is de- 
scribed and illustrated in an eight-page 


bulletin now available from Westing- | 
house Electric Corp., Standard Con- | 
|trol Div., Beaver, Pa. Booklet shows | 


| benefits of conventional bus duct— 


| flexibility of application, re-use, fre- | 


{ quent plug-in openings, etc. 
| 


| Transformers—New two-color, 36- 
| page catalog from the Atlantic Trans- 
|former Co., Philadelphia, Pa., de- 
| scribes extensive line of single phase, 


| three phase and phase changer dry | 


type transformers. Catalog contains 
photographs, wiring diagrams, specifi- 
cations and prices. Available from the 
company at 8330 MHegerman St., 
Philadelphia, Pa. 


Masonry Anchors—Eight-page book- | 
is avail- | 


let titled, “Install It for Less,’ 

|able from The Rawlplug Co., Inc., 
| New Rochelle, N.Y. Booklet is guide 
'to masonry anchors and anchoring 
| methods and explains technical factors 
| in selecting anchors for each job. 


| Testing Kit—Catalog sheet describes | 
| new testing kit that includes new three- | 


way test instrument. Sheet itemizes fea- 

}tures and specifications of Amprobe 
Junior Test Master. Available from 
Pyramid Instrument Corp., Lynbrook, 
| N.Y. 


|New Research Creates New 
Office Lighting Booklet 


The new Illuminating Engineering 
Society’s “Recommended Practice For 
Office Lighting,’ a 36-page booklet 
of revised practices for office lighting, 
| lists new ftc levels and describes up-to- 
date techniques for using them to best 
| advantage. It is written for the prac- 
titioner as well as lay person. 

Beginning with general analysis of 
| the office lighting problem, the re- 
port describes everything from office 
tasks to various daylighting 
and electric lighting systems. Area 
installations are accompanied by 
photographs of new lighting installa- 
tions. A full page report gives recom- 
mendations for proper office lighting 
maintenance. 

Single copies of the booklet may be 
obtained from the Publications office 
of the I.E.S., 1860 Broadway, New 
York 23, N.Y. for 50¢. Quantity 
prices upon request. 


seeing 





Our 17th Year 


Serving the Electrical 
Industry —STRINGER 
Safety Equipment 


Offering the most complete line and the 
finest quality safety equipment obtainable, 
STRINGER at the same time offers a very 
attractive discount plan to the electrical 
wholesaler. Let us explain this plan; write 
today for free catalog of this COMPLETE line 


UTILITIES SAFETY 
SUPPLY CO., INC. 


Lee's Summit, Mo. 














THEY STAY ON 
All VICTOR “MAGIC” CLAMPS 
and STRAPS for Thin and 
Heavy Wall Conduits have 
this time-saving snap-on 
feature. 


Contractors everywhere are 

switching to VICTOR. Cash in 

on this heavy demand. Add 

these fast selling, profitable 

Clamps and Straps to your 

line. 
VICTOR products are 
neatly packed, clearly 
and attractively labelled. 
Orders for stock items 
shipped within 24 hours. 


Write for the new 
Victor Strap Catalog. 
Lists over 600 items 
to fasten Wire, Cable, 
Tubing and Conduit. 


\W/ictor sPECiAitiEs, INC. 


775 MAIN ST., NEW ROCHELLE, N.Y. 








The Greatest Single Source for Clamps and Straps 
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OBITUARIES 





CLASSIFIED ADVERTISING 


Herbert T. Dyett SELLING OPPORTUNITIES 


Herbert T. Dyett, former president 
and chairman of Rome Cable Corp., AGENT ANTE LINES WANTEL POSITIONS WANTE 
died in his home on May 8. He was 86 BUSINESS OPPORTUNITIE 


years of age. Dyett in 1902 founded caus aves SREDISPLAYED 
» Wire Co. ' ; ‘ DISPLA 
Rome W ire C oO. which was one of for Employment is $16.00 per inch for $1.50 per tine minimum 3 lines. To figure ad- 


> co ‘ ie ‘ . > 977 advertising appearing on other than a contract vance payment count 5 average words as a line 
the cc mpanies that combined in | 92) basis. Contract rates quoted on request, Sub- 
Box numbers—counts as | 


7 ner: . > ject to Agency Commissi e 
to form General C able ( orp. In 1933 Other ad ertising is $14 50 on inch. Not subject Position Wanted ads are % ‘the above rate 


Dyett resigned as president of the An advertising inch I +4 ‘measured %” vertirally on Discount of 10% if full payment 1s made in ad 
3 80 inches to a page ance for 4 consecutive insertions 


firm. Three years later he became Send NEW ADS. or Inquiries to Classified Adv. of ELECTRICAL WHOLESALING 
founder and president of Rome Cable P. O. Box 12, New York 36, N. Y. for July Issue closing June 14 


Corp., an office he held until 1944 
when he was elected chairman of the | 

board. Dyett retired in 1959 but re- | MANUFACTURER'S 7 MANUFACTURER’S 
mained a director of Rome Cable REPRESENTATIVES 


Div. of the Aluminum Company of REPRESENTATIVE 
America WANTED 


WANTED Nationally known Manufacturer of Quality 
Line of Competitively Priced Wiring De 
; vices seeks Agency Representation in Mid 
2stablished manufacturer with a complete line West and Western States 

BOOK REVIEWS able fittings, conduit fittings, thin-wall conduit 

* wens Please forward resume including territory 
covered, experience, references and lines 

aoe ent opportunity for rep with following now carried 

Territory available: Minnesota, Western Wisconsin Send full details to 


Electrical Estimatin ; ». Dakot Michi 
g No. & So. Dakota and Michigan RW6722 Electrical Wholesaling 


Ray Ashley Warehouse stock available Class. Adv. Div. 
McGraw-Hill Book Co., Inc. RW 6757 Electrical Wholesaling P. _Y. 
New York, N.Y Class. Adv. Div., P.O. Box 12, N.Y. 36, N.Y. ©. Box 12, N. Y. 36, WN. Y. 









































“Electrical Estimating” is designed | ~~ ae” Tae 


for the electrical contractor and esti- Classified Adv. Di of this publication. — ' DISTRIBUTORS WANTED 


Send to office nearest vou 


mator who wants to increase his busi- EL os Bor 12 SP F 
ed 4 at es To sell Electrician's knives 
ness by more efficient management 11: 645 N. Michigan Ave 
. - 2 ; RANCISCO 11: 255 California St st rritory open. Send for 
and understanding of his field. To ; 
this end, the book is replete with POSITION VACANT 


practical methods, tips and guides tO | immediate opportunity for estimator wanted by 


help him streamline his estimating | |, independent wholesaler located north central : 
oes . owa us ave experience estimating bids 10 ELLING OPPORTUNITI WANT 
procedures. The book covers from se- | contractors - industrials - utilities - REA’s. Please ORTU ES ED 
=C sini alec . . state experience, qualificetions, and references 
lection and training of electrical esti- replies confidential. Reply to P-6671, Electrical An individual, presently employed in large 
mators and proper use of estimating | Wholesaling  twency, wants opportunky to represent in thc 
State of Michigan one or two manufacturers 


tools, to the cost of preliminary esti- SELLING OPPORTUNITY AVAILABLE Straight commission—Real representation. RA- 


“ 6169, Electrical Wholesaling. 
mates and preparation of final bid , sci 2 
U a Wanted-C titive complete line y a ° 
sheets. Conan fit tings wit "ee 100% Pee eg ~~ leo Mfr's Rep. Metropolitan New York and New 
Comm m5 ¢ 7140. Territories open. Write : Jersey seeks piditional High Caliber Lines for 
2 2 cepacia Py Wr Fon) ‘ectrical Electrical Wholesale Distributors. RA-6206, Elec- 
225 pages ae Se patie SW-5000, Electrical § vical Wholesaling 


atalog sheets 
par 


Ric-Nor Pe 183 Fuller St., Brookline 46, Mass. 











POSITIONS WANTED New England Mfr's Rep; complete office, 


warehouse and sales staff—currently doing over 


F i $3,000 ) » for fo le ufac 
J. K. Lasser’s Business Executive fully experienced all phases elec. tur bate volume for four triple A = — 


irers—has opening for one more top flight 
Management Handbook Spry, Sans purch, administration seeks to travel with this good company RA-65 
managerial position. Ability to handle any size Electrical Wholesaling 
volume, PW-5969, Electrical Wholesaling. 


Edited by Sydney Prerau : 
Representative for Electrical Manufacture for Reputabie Manufacturer's Representative with 


McGraw- ~_? Beok Co., Inc., state of Virginia. College Grad, age 30 yrs, 5 yrs ee ——e ae a gnome! coverage in 
Ne York, N.Y. experience Electric — Distributor, alert, person- a ew Cae oo itional supply lines. RA- 
ew oO able, productive. PW- , Electrical Wholesaling. 6659, Electrica] Wholesaling. 


Revised and updated second edition Indiana Territory.-Expanding Organization with 
{ 3¢ t i Seslen i id 

. e ° ° , ° over 30 years combined experience sires addi- 

of newly published book brings fresh ? Put Yourself in the Other tional electrical ceca ew fg ~ ; en rm 
- a “ " = he ii wast) . 7 7 

working information on laws regulat- | Fellow's Place neering and office facilities. RA-6759, Electrical 





Wholesaling. 


TO EMPLOYERS CONTRACT WORK WANTED 





ing business and its customers; fair 
trade practices; antitrust laws and re- 


tail price maintenance. Practical point- 
P : bs TO EMPLOYEES Recognized national manufacturer and marketer 


ers are given on organization, opera- EN ok eaten tor chsatelaal camer tac ante 
. 7 . #tters written offering mploymen on wee . se ; 
tion. and management of business. ine for same ere written with the hope 4 additional unique counter package items Have 
. . satisfying a current need. An answer, regardless S. distribution set-up. CWW-6739, Electrical 
Also included: how to find the of whether it is favorable or not, “is usually Wholesaling. 
. - expecte 
ight market for a product; how to MR. EMPLOYER, won't you remove the mystery 
i wth about the status of an employee's application by BUSINESS OPPORTUNITIES 
reduce employee turnover and select- acknowledging all applicants and not just the é ' 
‘ ° - ° . | promising candidates : . 
ing the right kind of insurance. In ad- MR. EMPLOYEE you. too, can help by ack- Wholesale Electrical in San Fernando area where 
ye o “0 ° | nowledging applications and job offers. This population growth next 10 years predicted 9 
dition the book covers: avoiding busi- would encourage nore compenics J enewer a times present. Less than fifty thousand cash will 
. . = tion wanted ads in this section. We make this andle. BO-6762, Electric Tho ing 
ness frauds, cutting down on paper suggestion in a spirit of helpful cooperation handle. BO-6762, Electrical Wholesalin 
. between employers and employees 2 
work and developing good customer This section will be the more useful to all as a Electrical wholesale supply business, one year old, 
ations. Tabl sheckli fided result of this consideration. | Sai located on busy Route 9, only one in Lakewood, 
relations. Tables, checklists provided. Classified Advertising Division N.J. in a growing area. Excellent opportunity 
Price: $12.50 McGRAW-HILL PUBLISHING CO., INC. { low rent. long lease, moderate investment. Owner 
330 West 42nd St., New York 36, N. Y. Rigid Construction Co., Inc., 1209 River Ave., 
858 pages Lakewood, N.J. or phone Foxcroft 3-2646 
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SELL NUTDRIVERS 
IN SETS 


FOR EXTRA PROFIT 


It’s easy 

to turn a customer 
from a single tool 

to a full set 

when you stock and 
display these appealing 
COLOR CODED Xcelite 
NUTDRIVER SETS. 





HANDY 
BENCH STAND 
¢ 7 Most-used sizes — 3,” thru %” 
e High carbon steel, polished and plated 
Precision fit case-hardened sockets 
Shockproof plastic handles (UL) 


Large, readable size indexes 


No. 127 
SPACE-SAVING 
WALL RACK (Lockable) 


Write for catalog and price list of complete 
line of nutdrivers and other precision hand 
tools. 


XCELITE, INC. — ORCHARD PARK, N. Y. 








HAND TOOLS 


Quality screwdrivers, nutdrivers, pliers, 
wrenches, service kits, and special purpose tools 
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NOW...A FLiP-n-Cu 
.. FOR EVERY JOB! 


No.7 SLIPKNOT PLASTIC TAPE 
IN THREE FLIP ’N CUT SIZES! 


NOW, EVERY MAN IN THE CREW CAN CARRY A FLIP 'N CUT 
because the rolls and the free plastic dispensers — are tailored 
TO THE JOB! Costs go down even more with No. 7 Slipknot Plastic 
Tape on the job, in a size for every need! Cut expense slash waste 

and do every job right — with the Flip ’n Cut size the job demands! 


INSTRUCTIONS 
for the use of 
ths cutter and 
drspenser on 
reverse side of 
insert. 





HANDIER THAN AN EXTRA HAND! THAT'S THE FLIP 'N CUT® 
SOLD ONLY Slipknot’s exclusive dispenser-cutter that stores, dispenses, 
THRU and cuts the finest plastic tape you can buy. It’s FREE with 
RECOGNIZED every roll — in 30’ 44’ — 66’ sizes. Your Distributor 

€4 DISTRIBUTORS & stocks it — ask for it by name. 











THE FLIP ’N CUT IS FREE 





That Points The Way To More Fuse Sales and 


Talk Benefits to Your Customers... 


The foremost question in any buyer's mind 
is what can this product do tor me? . . . How 
is it better than what I am now using?’ 
and How will it save me time and moncy? 

Fusetron Fuses have many benefits — not 
| or 2, but 10 benefits that answer these 
questions and give sound reasons why Fusetron 
Fuses are better. 

The next time you call on a customer why 
not let Fusetron Fuses’ 10 Points of Protec 


tion point the way to more tuse sales tor you. 


Let The BUSS Bulletin Help You... 


Don't take a chance on losing a sale tor lack 


ot information. The BUSS bulletin on FUSE- 
TRON Fuses is packed with sound, effective 
selling information to help meet sales resist- 


ance... refer to it often and get that “extra 


litt’’ in’ selling. 


BUSSMANN MFG. DIVISION 
McGraw-Edison Company 
ST. LOUIS 7, MO. 


High interrupting capacity—pro- 
tect against heaviest short-circuits. 
Have proved on tests to open safely 
on circuits set to deliver in excess 
of 100,000 amperes. 


Protect against needless blows 
caused by excessive heating — 
lesser resistance results in cooler 
operation. 


Protect against needless blows 
causd by harmless overloads. 


Provide thermal protection — for 
panels and switches against dam- 
age from heating due to poor con- 
tact. 

Protect against waste of space and 
money — permit use of proper size 
switches and panels. 

Guard motors against burnout 
from overloads. 


Give DOUBLE burnout protection 
to large motors — without extra 
cost. 


Guard motors against burnout due 
to single phasing. 

Make protection of small motors 
simple and inexpensive. 


Guard coils, transformers and 
solenoids against burnout. 












































